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The "ALLENBY’ 
Genuine Norwegian 
Calfskin 
An illustration from the new 
Boctmaker Catalog. ‘Write for 
your copy, or for an appoint. 
ment with a Freeman Bootmaker 
representatwe. » » » » » 


WAY 


THE EVOLUTION OF A FINE SHOE » » » 


These fine shoes were a long time “on the way.” It has taken us years 
to satisfy ourselves that we could satisfy you...years of building 
millions of pairs of remarkably fine dress shoes for men... years of 


Most Styles 
careful training of a select group of skilled shoemakers ... years of 


to Retail at $8.75 
reputation building. 


Freeman Shoes and Freeman National Advertising have paved the way 
for Bootmakers. We present them to you, confident that should you 
find their equal anywhere, it will be at a much higher’ price. 


FOR GENTLEMEN’S WEAR 








FREEMAN SHOE CORPORATION : BELOIT, WIS. 
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and Shoe Kecordle 


July 31, 1937 


Vol. CXI, No. 22 


VOICE of the TRADE 


THE Boston Better Business Bu- 
reau has ruled that “cowhide, 
tanned and processed to resemble 
elk, may not be accurately adver- 
tised as ‘Genuine Elk.’ Because it 
is not elk, but merely treated to 
resemble it, gives it no right to an 
untruthful and misleading designa- 
tion. 
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“The fact that genuine elk is 
rarely, if ever, used in the making 
of shoes is, of course, no excuse. 
The public has the logical right to 
believe that the phrase ‘Genuine 
Elk,’ as applied to shoes, means 
exactly what it says—namely, gen- 
uine elk skin. 

Careful advertisers, zealous to 
protect reader confidence, are 
equally careful with their descrip- 
tions of leathers. Elk-tanned cow- 
hide makes highly desirable shoes. 
Hence, inaccuracies are unnecessary 
in promoting its sale.” 


* * * 


FRED NEWCOMB of Santa Ana, 
Calif, says: 

“Those of us who are in the 
_ smaller cities near the larger cen- 
ters must keep the same selling 
tempo as the big towns. Even 
though we are certain to have sev- 
eral months of Summer weather 


after the first of August, we will 
start our Fall openings at that date. 
Fall shoes on the shelves from 
July 10 and on, saves many sales, 
even though clearances are in order 


then.” 
% * x 


N. J. SCHORN, president of the 
N. J. Schorn Company, Detroit, is 
showing real progress following ten 
weeks on the flat of his back at the 
Deaconess Hospital in Detroit. 
Returning by car from a tanners’ 
meeting, he was injured in an auto- 
mobile accident and a broken pelvis 
gave him much physical suffering. 
He was greatly comforted by letters 
from friends and he hereby ex- 
presses thanks to them all for their 
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kindly remembrances. He now re- 
turns to his home at 263 Marlboro 
Street, Detroit, with the prospect of 
a number of weeks of convalescence 
yet ahead. 

It’s a lovely thing to sense the 
family spirit of this trade of ours, 
in the number of letters that have 
cheered him on to health. 


* * * 


ABE L. GREENBERG, of Green’s 
Children Shoe Stores, in Los 


Angeles, writes: 


Page |! 


“In a recent issue of your paper, 
a very good merchant of this city 
said: ‘Returns are running entirely 
too high. In fact, they are all out 
of reason. All this is due to the 
crazy styles now on the shelves of 
all stores doing a fashion business.’ 

“I take exception to this. In my 
opinion, it’s the merchant’s own 





fault. A store that makes it easy 
for the customer to return merchan- 
dise, (without a very good reason) 
doesn’t gain much at the end of the 
year—in either customers or profit. 
And if eager clerks, in their anxiety 
to make a sale, are permitted to 
say: ‘Yes, Madam, take them out 
and return them if you wish,’ what 
is uppermost in that customer’s 
mind? ‘T’ll return them!’ 

“My advice is—sell less pairs 
but sell them for keeps—regardless 
of what kind of merchandise.” 


* * * 


THE House Interstate Commerce 
Committee ordered issuance of a 
favorable report on the so-called 
Lea bill to broaden Federal Trade 
Commission powers. The bill 
(S. 1077) provides that “whenever 
the commission shall have reason 
to believe that any such person, 
partnership or corporation has been 
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or is using any unfair method of 
competition or unfair or deceptive 
act or practice in commerce, and if 
it shall appear to the commission 
that a proceeding by it in respect 
thereof would be to the interest of 
the public, it shall issue and serve 
upon such person, partnership or 
corporation a complaint stating its 
charges in that respect and contain- 
ing a notice of hearing upon a day 
and at a place therein fixed at least 
thirty days after service of said 
complaint.” 

The new bill differs from the 
present Federal Trade Commission 
law in that the FTC would, under 
S. 1077, be authorized to initiate 
proceedings against persons or 
firms deemed guilty of violation of 
the Federal Trade Commission act, 
whereas at present the commission 
must wait until a complaint is filed 
by a member of the particular in- 
dustry affected. 


* * * 


**SURREALISTIC shoe selling. 
Ever hear of a shoe store with a 
floor laid out to make customers 
walk, stop and buy as the shop- 
keeper wishes? Psychology has 
wedged its way into shoe selling, just 
as into bean raising, child care or 
hog calling. When a prospect walks 
into a bootery, what does the owner 
want him to do? To see the dis- 
plays, to get into the mood for buy- 
ing, to sit down and buy. So the 


trend today is toward somber or 
neutral linoleum floors with bril- 
liant designs so arranged that they 
will induce these mental and physi- 
cal processes. 

“One of the outstanding examples 
in the United States today is the 
floor of Baker’s shoe store in Chat- 
tanooga where a fan-shaped tri- 
angle of cadet blue, ruby, orange, 
yellow and white greets the sight 
just inside the door, egging the cus- 
tomer to walk fan-wise, which leads 
her to a showcase, giving her time 
to inspect the new styles, and sales- 
men time to come forward and 


FLOOR. 
PSYCHOLOGIST 











VACATIONS 





—All work and no play makes Jack 
—and possibly lots of it. 

—But, a lot of Jack accumulated at 
the expense of one's health, ha 
piness and possibly years of life, 
is just so much worthless junk. 

—AIll of which means that this is the 
Vacation period of the year. 

—Most of us have worked hard, and 
possibly harder than usual, during 
the past year. 

—And the pounding strain of to- 
day's tempo is wearing on the 
nerves and spirit, to say the least. 

—So, pack up your troubles in your 
old kit bag, throw it in the river, 
and take that vacation you've 
been dreaming about through the 
long Winter months. 

—For the Bughouse man will get 
you, if you don't rest up. 


President 





greet her properly. Because the 
floor is the only one of its kind in 
that city, everyone remembers it 
and thinks of Baker’s when shoe- 
buying.” (“New Orleans States”) 


* * * 


S6BBLUE is a typical California 
color, so I have sold blue in every- 
thing from El Paso, through Cali- 
fornia to Portland. There the call 
for blue tapers off in favor of black 
and browns. Nearly all retailers of 
smart shoes are planning to open 
their August promotional sales with 
some of the clever darker multi- 
colored suedes. Fully 75 per cent 
of the early Fall orders are for 
suedes, with the smoother finishes 
coming along later. 

“As for patterns, the step-in types 
with medium and high-fronts in the 
high style field are the leaders. San- 
dalized straps come next in impor- 
tance. Closely following them are 
the high-front laced oxford types. 
However, in the last week or so, the 
new side gored patterns seem to 
be replacing many of the high- 
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front oxfords. I believe ‘this trend 
should be closely watched. Mer- 
chants are all selling quite a few 
seamless patent leather pumps, 
which is an ideal in-between shoe,” 
says Roy Trovell, who covers from 
El Paso west for Johnson-Stephens- 
Shinkle Shoe Co. of St. Louis. 


* * * 


*6OR one, I am through playing 
this so-called ‘in-and-out’ game. At 
its best, it is a losing proposition, 
as many in the medium-sized com- 
munities have found to their sor- 
row. I believe we must buy shoes 
which will go almost an entire sea- 
son. This means we must be very 
careful in size, style and material 
selections. The majority of my cus- 
tomers like smart kidskin shoes and 
I love to sell these shoes, for this 
is one material which never causes 
me to lose any money. Customers 
who pay me $12.50 or so for dress 
shoes are looking for a certain 
amount of comfort with their smart- 
ness, so next to materials, I find that 
the 16 to 17/8 heels are favored by 
a great many women, regardless of 
all the talk for the very high heels,” 
says Russel B. Williams, San Diego, 
Calif., shoe merchant. 
* * * 


Mi. G. HAHN of the Hahn Shoe 


Store, Sac City, Iowa, writes: 


CHILDREN 
DEPT. 








Recently a lady noticing a sale 
ad which I had run in the local 
newspaper, asked to see the chil- 
dren’s shoes which I had at a spe- 
cial price. With her was her son 
who, I learned, was 14 years of 
age. To make a long story short, 
she wanted this same shoe to fit her 
boy who wore an eight (men’s) on 
a wide last. After explaining to her 
that they were children’s shoes, she 
politely told me that her son was 
still a child in her estimation and 
she couldn’t see why the shoes | 
had advertised as children’s shoes 
wouldn’t fit her 14-year old boy. 

The fellows here in the store, in- 
cluding myself, really were very 
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much amused at this little incident 
and thought perhaps the readers of 
the Boot aNnD SHoe RECORDER 
would get a kick out of it also.” 


* * * 


JOHN SLATER, the dean of shoe 
retailing in New York, was the first 
in the shoe trade to use the new 
facsimile-wire-service between New 
York and Chicago. This amazing 
invention transcribes instantaneous- 
ly any written document, chart or 
diagram, between these two cities. 
And the first message was sent to 
John O’Connor of O’Connor & 
Goldberg, Chicago, as follows: 
“Dear John—Greetings and salu- 
tations from the shoemen of New 
York to the shoemen of Chicago. 
I recommend your preserving some 
of the hot wave you are now experi- 
encing until the National Shoe Fair 
is held in Chicago, six months from 
now and with that conservation and 
the added retailers’ energy, every- 
one will have a real hot time. Best 
wishes to all for a healthy, happy 
season. In using this medium for 


sending a duplicate message by 
telegraph, I am putting the shoe 
- trade first in utilizing the most 
modern method of transmission of 


1937 


news and information with not only 


_ speed but certainty. Sincerely, John 


Slater.” 
* * * 


S69 F a woman must have one ex- 
travagance, let it be in accessories. 
They are capable of accomplishing 
marvels in dressing up an ensemble. 
Also, an expensive creation can 
easily be ruined by cheap acces- 
sories,” says Adrian, famous M-G-M 
designer. 





“An unlimited clothes budget has 
nothing to do with being smartly 
attired. As a matter of fact, lack 
of money is often a boon to those 
women who seek true smartness. It 
sharpens discrimination.” 


* * * 


THE farmers are buying, for this 
is the greatest harvest year since 
1929. Department of Agriculture 
economists delved into statistics re- 
cently and calculated that the 1937 


IN THE ZENITH SHOE STORE 


cash income of farmers would be 
around $9,500,000,000. This will 
be almost $1,500,000,000 more 
than in 1936 and more than twice 
the cash they received in 1932, 
when their products brought them 
$4,377,000,000, the smallest sum 
in years. 

During the first five months of 
this year, the Bureau of Agricul- 
tural Economics reported total cash 
income, including government pay- 
ments at $3,202,000,000, an in- 
crease of 2] per cent over the same 
period last year. For the remain- 
der of the year economists expect 
this rate of increase will be main- 
tained, and in all probability 
boosted a little. 

Farmers appear to be in a par- 
ticularly advantageous position, 
with good demand for practically 
all their production and prices of 
some commodities showing upward 
tendencies. 

Wheat prices during 1937-38 are 
expected to be higher than 1936-37 
because of prospects of a lower 
than average world supply. On 
the basis of the last crop report, 
the nation’s farmers will have more 
wheat to sell than in any year since 
1931. 
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Bootin’ Shoe Sales Away 


“THIS pleasant little diatribe has to do with those 
buyers, department managers, and merchants who feel 
it a devout duty to break down and cry every time a 
salesman misses a sale. It also deals slightingly with 
those tremendously sacred items of extra pair sales, 
handbags, hosiery, shoe-trees, polish and what-nots. 

Heresy, no doubt! Rank heresy it must be to flip 
these hallowed topics around with the abandon of a 
drunken juggler and to give voice to the claim that 
the crying towels wetted by buyers, department man- 
agers, sales promoters, and merchants might profitably 
be changed to jubilee flags of celebration that they 
have a sales force selling as many shoes and what-nots 
as they do sell. 

Just to reduce the proposition to a starting point 
let’s say that a crack salesforce is for all the world 
like a winning ball club. A winning ball club, no less 


“What's the matter you didn’t double that runner off second ‘Brill- 


hart’?” he asks looking very injured. 


than a heads-up sales force, has to have spirit and 
fire and pepper to hold it together and make it click. 
The short-stop out there has got to have sparkle and 
confidence. And he’s got to scoop that old ball out of 
the dirt and fire it across to the first baseman with a 
whip that makes the whole team look good. And the 
first baseman has got to be good enough to make all 
the bad throws look easy, even if he has to resort to 
a rubber leg to keep his spikes on the bag. Each playe: 
in turn has got to have class and contribute a qualit) 
of performance that will hold up the whole team and 
inspire it with the will to win. 

Adding the players all together you get a first divi 
sion team that executes its plays with all the precision 
of a beautifully adjusted machine. The players believ: 
in each other and they believe in themselves.. 

And the manager of the outfit, over there on: th: 
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A Winning Ball Club, No Less Than a Heads-Up Sales Force, Must Have 


the Spirit, Fire and Pepper to Hold It Together and Make It Click 


bench, has to be a party to this esprit de corps. He has 
to contribute his share of the team spirit and look up to, 
and be looked up to by, the players as one of them. 
Far out in center field, covering an acre or two of the 
garden, the centerfielder has got to sense this confidence 
on the part of the manager and the centerfielder has 
got to have confidence that when a decision must be 
made by the manager himself at the turning point of 
the game that the manager will make the right choice. 
They’ve got to think well of:each other; and well of 
themselves. 

Now let’s suppose an inning is ended and the players 
have changed sides. Down in the dugout the boys are 
flicking the sweat out of the sweat-bands in their caps 
and are mopping their faces with dirty towels, looking 
a little surprised in the meanwhile because the manager 
is way over on the end of the bench with a crease in 
his face as big as a drainage canal. 


"THE manager motions the third baseman over to him. 

“What’s the matter you didn’t double that runner 
off second, Brillhart?” he asks, looking very injured. 
“That’s the third time this afternoon you let me down. 
You dropped that pop fly in the second and you struck 
out in the seventh with the tying run on third base. 
What’s the matter your not playing baseball?” 

Brillhart stands there a little foolishly with his mouth 
open, and the other players gaze steadfastly out of the 
open side of the dugout watching old Cal, the catcher, 
pound the plate with his bat. They act like they don’t 
hear any of the beef at all. 

But Brillhart doesn’t find any answer. He just 
stands there. 

In fact, so many answers are spinning around in 
Brillhart’s head that he can’t stop one of them long 
enough to put it into words and get the words out 
through his teeth. The injustice of the manager’s pop- 
off has rattled him so that he doesn’t even see very 
clearly the interior of the dugout. His eyes are glued 
to a knot in a rough pine board and his nerves are 
lighter than the high C wire on a grand piano. To be 
absolutely faithful to the facts the wiry Brillhart has 
suddenly developed a vague desire to flail out with both 
gnarled fists and spread the manager’s unhappy face 
over the knot in the rough pine board like a coyote’s 
skin on a cabin wall. In his present condition the well- 
liked third baseman wouldn’t have been able to stop a 
feeble roller down the foul line if he’d used a bushel 
basket lined with glue. 

Nobody had felt worse than Brillhart when he had 
dropped the dinky fly in the second. ‘It had floated 
down toward his glove like a baby’s balloon and he 
had sensed a double play coming up because of the 


by MARSH LANTERMAN 


long lead the runner had taken off first base. Then 
the next thing he knew the damn ball was spinning 
crazily in the dirt at his heels and there were two on 
and none out instead of two out and none on. 

“At’s all right, ol’ boy, ol’ boy, ol’ boy!” the 
pitcher had said, hitching up his belt. 

Brillhart had picked up a handful of dirt and tossed 
it aside as he took his position again, rubbing his knees 
and adjusting the visor of his cap. But he had felt 
like kicking himself in the head. 

And in the seventh inning, with the fans all standing 
in the bleachers, and the steady, rolling Tramp, Tramp 
of thirty thousand feet spurring him on to clout one 
over the fence he could have cut off his arm when he 
struck out. It had been a fast ball, too, right up the 
groove, and he had felt that the old ball game was on 
the ice as he put his body into the swing. And he had 
missed it clean. But even as the ball had thumped into 
the catchers mitt and the inning was over he had 
silently vowed that he would redeem himself with a 
vengeance before the afternoon was over. 

As for not doubling the runner off second a few 
scant minutes ago he was sure — 

“You better get aholt of yourself, Brillhart,” says 
the manager meaningly, reaching for his eating tobacco. 
“We got no room for guys that aren’t in there trying.” 

And so Brillhart, with his blood boiling, goes back 
out to third base the next inning and helps the rest of 
the boys boot the ball all over the lot. The whole team 

[TURN TO PAGE 38, PLEASE | 


Nobody felt ‘worse than 
Brillhart when he dropped 
the fly, it had floated down 
toward his glove like a 
baby’s balloon. 
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JOHN KING 


Y i P hotographs on these pages show some of the 
featured players from Universal Pictures who 
will pose for photos for National Men’s Shoe 

” .Y Week publicity. Story on next page. 


WILLIAM LUNDGAN 
WILLIAM GARGAN 


Left hand page: 

On the way to line up pic- 
tures for National Men’s 
Fall Shoe Week at the new 
Universal Pictures Studio. 
Left to right: Harry R. Ter- 
hune, Field Editor, Boot and 
Shoe Recorder; John King, 
male lead in Universal’s 
“The Road Back,” and J. V. 

Guilfoyle, director. 


KENT TAYLOR 


CAP’N ARDYS 
CHARLES WINNINGER 








N ewspapers the Nation Over to Receive Pho- 
tographs of Featured Movie Men Wearing 
Smart New Fall Footwear as Part of Publicity 
Campaign for National Men’s Shoe Week. 


generous co-operation of that organization in taking 
photographs of a group of their featured players wear- 
ing carefully selected new Fall shoes, which will show 
the trend in various types of men’s footwear for the 
coming season. With the cooperation of Universal, 
these photographs are to be broadcast to newspapers 
throughout the country, for their free use in connection 
with a press release on fashions in men’s shoes for Fall. 

which Boot aND SHOE RECORDER will supply. 
Everybody goes to the movies and everyone is inter- 
ested in the personalities of the screen world. Con- 
sciously or unconsciously, most people are influenced 
in their own tastes and preferences by apparel—and 
footwear—which they have seen worn in the movies. 
Pictures of famous movie stars appearing in newspapers 
the country over and wearing the newest approved styles 
[TURN TO PAGE 35, PLEASE | 


WALTER PIDGEON 


Sereen Players 


TO MODEL MEN’S SHOES... 


NOW it can be told. 

The first announcement of National Men’s Shoe 
Week contained the following paragraph: 

“Boot AND SHoe Recorper has already taken the 
initiative in an effort to get the objectives of National 
Men’s Shoe Week before the country through the co- 
operation of one or more of the motion picture pro- 
ducers, and the REcorDER hopes to be in a position to 
make an important announcement in this regard a 
little later.” 

This is that announcement. 

‘For the past two years the RecorpEr’s Field Editor, 
Harry R. Terhune, has made his permanent residence 
in California, and when not traveling about covering 
conventions or contacting shoe merchants and trade 
members in various parts of the country, he has had an 
opportunity to form close associations with important 
people in the motion picture industry. As a result of 
these associations, the Recorper has been able to 
bring to its readers the latest news of movie fashions 
and other developments in the motion picture world 
which tend to influence, in a vitally important way, 
shoe styles and shoe merchandising. 

Through his acquaintance with executives in Uni- 
versal Pictures, Mr. Terhune was able to obtain the 


JOHN BOLES 
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European 
Shoe Prices 
Generally Higher 


Despite the Fact that Cost of 
Production Is Lower 


SHOE retailing on the European continent is a far 
cry from the efficient, progressive spirit found in the 
average American shoe store, in the opinion of W. M. 
Jarman, president of the General Shoe Corporation at 
Nashville, Tennessee. 

Mr. Jarman has just returned from a six weeks’ tour 
of the continent, during which he traveled through 
Czechoslovakia, Germany, France, Hungary and Aus- 
tria. He enjoyed an extensive visit at the Bata factories 
in Zlin, Czechoslovakia, and other factories and tan- 
neries of Europe. 

At the Bata factories, among the largest shoe manu- 
facturers in the world, Mr. Jarman was the guest of 
Mr. Jan Bata and other officials of the great Czecho- 
slovakia organization. Mr. Bata arranged for a plane 
at Prague to bring the American manufacturer to Zlin 
when he was informed Mr. Jarman had arrived in his 
country. 

During his trip, Mr. Jarman also paid particular 
attention to European shoe stores and reports that the 
American shoe retailer is beyond a doubt doing a 
better job than the stores he observed in the countries 
he visited. Shoe store windows are dull and not at- 
tractively decorated, he reported, adding that there 
seemed to be very little effort on the part of the foreign 
shoe retailer to bringhten up his shop and do a pro- 
gressive shoe selling job. 

Mr. Jarman noted as particularly signficant the fact 
that the average small European retailer pays little 
attention to proper fitting of his customers. In this 
end of the business, where even the smallest American 
stores make a point of getting the correct size and 
width on their customers, European shoe retailers 
generally stock only one width in their stores. 

Men’s styles available are generally cruder, “knob- 
bier,” than are found in the shoe stores of this country, 
Mr. Jarman noted, although the more exclusive shops 
in metropolitan centers on the continent carry smart 
style selections in their stock. Surprisingly enough, 
the average shoe retail price is generally a little higher 


W. M. JARMAN, 


President 
General Shoe Corporation 


on the continent than in this country, despite the fact 
that cost of production, through lower wage scales, is 
generally lower. 

An exception to this was noted in Czechoslovakia, 
where the smaller retailers are able to pass on lower 
prices to their customers through the immense pro- 
duction of the Bata factories. 

In Germany, there is little outward indication of 
whatever governmental oppression may exist in that 
country, the American manufacturer observed. Mr. 
Jarman reported that business conditions appeared 
prosperous in the various sections of Germany through 
which he traveled. 


THE largest department store in the world, Wert- 
heim’s, in Berlin, was doing a “land office” business 
during his visit, Mr. Jarman said. Regular “tours” of 
the establishment were conducted daily, and the store 
was continually filled with crowds of interested tourists 
and residents of the German capital. 

At the Bata factories at Zlin, Mr. Jarman was im- 
pressed with the efficient system of conveyor produc- 
tion used, which is similar to that in effect at his own 
Lewisburg, Tennessee, plant, newest branch of the 
General Shoe Corporation. Mr. Jarman was informed 

[TURN TO PAGE 37, PLEASE] 





Two-tone suede boutonniere with matching belt. Spilka. 
Flowers in imitation patent leather to extend the field of patent 
trimmings. Goddard and Haimes. 

Scroll design carrying out the idea of dressmaker appliqued 
trimmings. Schaffer. 

Corselet type in suede with patent lacing. Belt Modes 


STRIKING variety in patterns and 
treatments; a dominating note of 
luxury in materials and their han- 
dling; and a color chart of unusual 
interest—these are the outstanding 
characteristics of the accessory fash- 
ion picture for the Fall of 1937. 
So much has been said and done 
in the past few seasons about match- 
ing accessories that it is a surprise 
to find that so much more can still 
be done. Color is, of course, the 
first and most natural kind of co- 
ordination and a number of varia- 
tions can be played on this theme by 
matching shoes with a bag, belt or 
gloves; gloves or a bag with a hat; 
a bouttonniére with a bag or gloves. 
What are the leading accessory 
colors this Fall? As in shoes and 
ready-to-wear, black walks away 
with the honors in every accessory 
—bags, belts, gloves and hats, 
everything except flowers—with the 
percentage running as high as 75 in 
bags. Next comes brown, usually a 
dark (or coffee) brown. Wine and 
green are rivals for third place, with 
wine probably a little in the lead. 
The wine is usually a good me- 
dium shade, with some Acajou and 
a slight interest.in mahogany for 
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EXTREMES 
Meet in FALL 


Great Diversity of Types Offers Unusual 
Opportunity for Co-Ordination 


by ELEANOR M. RUTLEDGE 


later. The green is a good clear 
forest green. A dark horse, good 
now for sport wear, and with a pos- 
sible high style future in town 
clothes, is the spice and rust family. 
the latter including red clay, red 
cedar, chaudron and a rosy tan. A 
few manufacturers of bags, belts, 
gloves and hats are interested in 
these colors. Gray and navy have 
possibilities—gray later for gray 
furs, and navy for early Fall in cer- 
tain sections of the country, notably 
the Coast. Beige appears to be en- 
tirely out for accessories. 

Boutonniéres are especially at- 
tractive in combinations of Fall 
tones such as wine with pink, or 
rust with brown. 

With more black than ever this sea- 
son in coats, suits and dresses, there 
is an unusually big opportunity for 
the use of a contrasting accessory 
color. For a suit or coat in color, a 
contrasting or a harmonizing color 
may be used. Of course, any well- 
dressed woman will have some ac- 
cessories that match her costume 


whether it is black or colored. One of the effective style co-ordinations of 
A second type of co-ordination, ccessories as worn by Helen Vinson in 

s ‘ oe the lashion picture, Walter Wanger’s 

newer and very interesting, lies in “Vogues se 1938." Phase ph by rosy 


Cc 
materials. It is no news that every of A. C. Lawrence Leather Co 
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Aeeessories 


Fall women wear suede in shoes, 
gloves, bags and belts. Suede has 
also been combined with other ma- 
terials—patent, calf and fabrics—in 
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past seasons, but never to the extent 
that it is being done this year. The 
shoe designers began it and the bag, 
belt and glove makers have taken it 
up and done an excellent job. A 
black suede bag may have patent 
piping and handle, or the whole 
back and the flap may be patent, a 
protection to the suede, to the dress 
and to the gloves. Smooth calf is 
also used in various ways, as a sim- 
ple piping or a more elaborate trim- 
ming. Calf is also trimmed with 
suede. Crepe, faille and grosgrain 
are effective in somewhat dressier 


Illustrated below, left to right: 


Turned-back petals 

on open crowned 

suede calot. Schoen 
Hats. 


bags, more generally where shirring 

and pleating can be used. 
Not to be outdone by the bag 
[TURN TO PAGE 41, PLEASE] 


Lacing trim on all suede envelope bag. Goldsmith. 
Combination of suede with patent piping and handle. Michel 
Maksik and Feldman. 

Effective use of suede with crepe in a soft dressy pattern. 
Graceline. 

Large flap with concealed mirror (as shown in details at left) 
is the special feature of this calf bag. Burstein. 
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Stop Coddling the Lawless 


THIS may be only a cry in the wilderness but it 
must out! ‘What can we do to bring back a sane ap- 
preciation of the relationship between employer and 
employees? Both working together can make a happy, 
prosperous America—apart they can do nothing. 

Things cannot go on as they are. May we give an 
example: Today we visited a leather tanner. We 
found him sad of face and sick of heart and our 
cheerful greeting was not returned with its usual 
heartiness. Something deep and desperate was bother- 
ing him. He told us of a dozen sleepless nights, filled 
with anxiety due to the fact that a strike was imminent 
at his plant. In the vats was leather in process, valued 
at many thousands of dollars. Cessation of work 
would mean its total destruction. The chemistry of 
leather tanning is a problem of time and handling, and 
interruption means total loss. 

My friend was faced with not only the loss of the 
leather but the savings of a lifetime. If perchance 
over the years he had been a hard-boiled brute, think- 
ing of himself alone, the situation might have carried 
its retributions. But no man had been more kindly 
in wages and considerations and fraternal fellowship 
with his workers. 

It wasn’t particularly a problem of money, for he 
was paying as much and more than the scale. The 
bitter pill was the acceptance of an alien and third 
party allegiance. The pistol was at his head and im- 
mediate compliance . . . or else... . After all his 
friendly and happy years to have this come to pass, 
in what was a family of workers—all interested in 
turning out a good product and finding some joy in 
their labors and fellowships. 

He was dizzy with the delirium of what to do. On 
the one hand, he could give in, save his leather, finish 
up what was in the vats and take his revenge by closing 
his plant and retiring from the business he loved. On 
the other hand, the terror of losing everything—but 
not his principles—and an intolerable future. 

And all this was a battle in which there was no 
compromise. The tanner was tolerant of unionism, 
tolerant of most anything that would bring contentment 
to his workers but he just couldn’t understand why it 
was that those, once friendly, faces were now so stern 
and hard on an issue that might be solved in a friendly 
conference—without an outsider present. 

This condition exists elsewhere, in other industries 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


and in other fields and is a sad commentary on the 
times. Is there a spirit of lawlessness sweeping through 
the land that cares not what destruction may follow? 
Is there a universal disregard for law and for fellow- 
man? Is it necessary in America to have such vicious- 
ness? 

It was not so three years ago when, in helpfulness, 
many an employer utilized his capital and his reserves 
to make goods at a loss so that he might give work to 
his friends in the plant and hold his organization to- 
gether for future better times. It was not so eight years 
ago when high wages, high living, high finance were 
the aim and ambition of everyone—employer and 
employee. 

This ruthlessness of today is not because of fears 
and famine and hard times. It is a diabolical disease 
that leads to license and lawlessness. Its roots are in 
disregard for order. 

Contagion of it has even entered the minds of young 
children. Would you believe—in the year 1937—that 
boys would take wrenches and open up water hydrants 
in mischievous violence. That long lines of ex-WPA 
workers would gang up and sweep into business offices 
demanding jobs? They think that such pressures will 
win out; that it is theatrical; that it is playing a part 
in the new economic anarchy. 

Acts as vicious as these have happened on the em- 
ployer side as well. Imagine paid thugs cracking the 
heads of peaceful picketeers and policemen using guns 
and sudden death when a fire hose and cold water 
would disperse a crowd. 

The roots of this lawlessness go back years—when 
teachers in school were not permitted to chastize unruly 
and disobedient little rascals that deserved a piece of 
the rod; when maudlin old maids were coddling crim- 
inals and parole boards; when parents were baby- 
ing grown-up boys who complained how hard they 
“searched for a soft job.” All these were seeds for 
the license of today. 

A feeling of restlessness, sometimes justified, but 
more often not, comes over nations as over individuals, 
and induces them to revolt against the authority of 
law and order. We are in a period of such disturbance 

[TURN TO PAGE 4], PLEASE] 
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WAS A MAN’S LEATHER 


NOW THE LADIES — 


God bless ‘em, demand their share of both ... Whether 
she takes her golf seriously or just looks decorative on 
the fairways, every woman appreciates a golf shoe of 
Norwegian Calf. Light in weight—glove-soft at the first 
wearing, and still glove-soft after repeated excursions 
into the rough on damp mornings — this vegetable tan- 
nage is “par” in golf shoes for both sexes. The featured 
golf shoe of almost every manufacturer is a Norwegian 
Calf shoe. A. F. GALLUN & SONS CORP., Milwaukee. 






































DANIEL BLOOMFIELD 


WHILE this is not a provable statement, it is at least 
a 100 to 1 bet that of all the retail merchants in the 
country, not more than a scant 10 per cent are active 
members of their local or state trade associations. And 
this in the face of the obvious fact that the future of 
retailing depends not half so much on what the indi- 
vidual merchant may do as on what he does with others 
in concert. 

“Too many prima donnas who want to sing solo,” is 
the way it is put by Daniel Bloomfield, manager of the 
Retail Trade Board of Boston. He doesn’t care for the 
type. “They have,” he remarks, “insulated minds in 
isolated bodies.” With a quick change of metaphor, he 
also sees them as “lone outposts of a dead past, swept 
‘ aside as so much deadwood by the tides of progress, 
while the merchant of bigger calibre, knowing that he 
has much to learn from others, takes a keen interest 
in new ideas that others have tried and found useful.” 

Mr. Bloomfield ought to know something about it 
because as head of the most influential body of mer- 
chants in any one city of the country, he has seen the 
type of group effort which he advocates translate itself, 
over a ten-year period, into an actual saving to his mem- 
bers of the tidy sum of $1,000,000. The intangible 
benefits cannot be measured in terms of cash. 

Mr. Bloomfield has a name for this kind of group 
effort. He calls it cooperative competition. Without 
surrendering any portion of their right to compete 
cleanly for their share of the community’s trade, Retail 
Trade Board members nevertheless can and do get 
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Cautions Retailers 


Against 
“Insulated Minds’”’ 






Future Progress Lies Along the Lines of 
Cooperative Competition, Declares Daniel 
Bloomfield, Manager of Boston Retail Trade 
Board, Who Cites Tangible Accomplish- 
ments of That Organization as Evidence 


to Support His View 


by OWEN A. THOMAS 
Associate Editor 









close together on problems which are common to all. 

Let’s look at the intangible benefits first because, by 
and large, they are more important even than the cash 
saving of $1,000,000. Among these benefits loom large 
the protection against inimical legislation, because mer- 
chants as a class, says Mr. Bloomfield, are the most 
vunerable of all business groups today. This is true not 
only in Massachusetts but in every state in the country. 

And so we find Mr. Bloomfield reporting to‘his mem- 
bers, under date of June 14, after the proroguing of 
the State Legislature, on more than 80 bills introduced 
into either the Senate or the House of Representatives— 
every one of which was of interest to the retail trade. Not 
all of these bills, it is true, were inimical. Some of them, 
like the one which put “fake” auctions out of existence, 
and another to prohibit the fraudulent sale of goods and 
to regulate the advertising thereof, being very much to 
the honest merchant’s liking and advantage. In fact, 
bills of this nature not infrequently, as these were, are 
introduced by the Retail Trade Board, or by the Massa- 
chusetts Council of Retail Merchants, an association 
which came into existence because of the desirability of 
an extension of the board’s sphere of influence. 

In general, there are three types of legislation to be 
watched—first, bills which the merchants would like to 
see enacted into laws; second, bills which are obvious- 
ly against the best interest of all merchants (such as 
the sales tax, for instance) ; and third, bills purporting 
to accomplish an object wholly innocent but which, on 

[TURN TO PAGE 40, PLEASE | 
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The leather of choice, as old as 
man’s recorded history. In use on 
the plains of Abraham four thou- 
sand years ago, featured on the feet 
of England’s Royal Family at the 
Coronation of George VI, May 12th, 
1937. A leather under today’s tan- 
ning methods and processes that has 
durability, strength to hold the shape 
of its last when worn on the feet of 
active, modern women; that has the 
beauty of rich colors and of lustrous, 
or nappy finishes; whose comfort 
has given rise to the proverbial say- 
ing “as soft and as pliable as 
fine kid.” 


Of all kid tannages, Surpass Kid 
sets a standard that is recognized 
throughout the shoe industry. Sur- 
pass’s own world-wide raw stock 
organization; up-to-date tanneries; a 
zeal for the latest scientific advances, 
yet a respect for traditional time- 
proved methods; an ideal for uni- 
formity of production and of grad- 
ing; these are the fundamental 


qualities in every lot of Surpass fin- 


LEATHER CO. 
ELPHIA, _—~PA. 


ished skins. Whether in Black or in 
Colors, Glazed or Suede, outside or 
lining stocks, the dependability of 
Surpass Kid means profits alike for 
the shoe manufacturer and the shoe 
retailer. 


The Surpass Leather Company: 
executive offices in Philadelphia, 
Pennsylvania; tanneries in Philadel- 
phia and Gloversville; branch offices 
in New York, Boston, Cincinnati, St. 
Louis and Milwaukee; agencies in 
London, Paris, Basel, Milan and 
other foreign cities. 





WHAT are you planning 

for your Fall window 
theme? How are you going to 
decorate the interior for Fall? 
Now is the time to decide— 
and the time to order what- 
ever you will need in the way 
of backgrounds and decora- 
tions. September will be here 


before you realize it. 


9 HAVE you any advance 
Fall styles? If you have, 
plan to get them in the window 
this week, playing them up in a 
b'g way as the "FIRST OF THE 
FALL STYLES". The interest 
that you arouse this month will 
reflected in your sales next 
month—and you'll also get 
some profitable volume right 
now. 


1 3 WHY not place several 
good specials in the 
window for today with a sign 
reading "Friday The I3th Is 
YOUR Lucky Day! Look At 
The BARGAINS You Can Buy 
—Today Only!" Such a win- 
dow will get attention and pro- 
vide a good means for dispos- 
ing of any odd lots in stock. 
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THE RETAIL 


Good Shoes 


9 WHAT a lot of things to 

do this month! Prepare 
for the Fall selling campaign! 
Plan for National Men's Shoe 
Week! Get after the school 
shoe business! There should be 
no dull “dog days" in August 
for you if you're going to do 
all the things that should be 
done before Labor Day. 


6 HOW about offering a 

good hosiery special for 
tomorrow's selling? And you 
might liven up the event by ad- 
vertising hosiery today. If you 
sell men's shoes, how about your 
plans for National Men's Shoe 
Week, Aug. 28-Sept. 4. Have 
you given careful thought to 
your participation in this event? 
If not, we suggest that you 
refer back to Recorders of June 
26 and July 17. 


1 NOW is the time to sit 

down and make your 
sel'ing plans for the entire 
Fall. Budget your advertising 
and selling expense, schedule 
all special promotions, chart 
your windows. Check against 
last year's records to be sure 
nothing has been overlooked. 
Then, when you've made your 
plans, carry them out—!00%. 


1 4 IT’S hard to stir up a 
brisk business on these 
hot August Saturdays. Adver- 
tise moderately on new Fall 
styles if you have them in stock. 
Make your windows as interest- 
ing as you possibly can. Com- 
pare your window displays with 
those of your competitors. Are 
you still satisfied with yours? 


Deserve 


YOU have no doubt made 

a perfunctory check or 
two of your mailing list this 
year. But NOW, with the Fall 
season ahead your list needs a 
thorough combing. Get rid of 
the dead names. Be sure all 
new ones are added. Check 
the spelling of names and the 
street addresses. 


7 DID you arrange a strong 

window to help your Sat- 
urday hosiery event. Place your 
hosiery special on tables and 
it will get more attention. Try 
and clean up on Summer colors 
if you can. The new Fall hosiery 
colors have been selected and 
announced and your stock 
should be arriving soon. 


11 CHECK your stocks to- 

day. Are there any little 
one or two pair lots of turn- 
killers you've been ignoring 
week after week? Why don't 
you DO something about 
them? Get them out of your 
stocks. Sell them—or give 
them away! Get rid of them. 
They will never pay you a profit. 


Good Sales Promotion 


4 DON'T pass up your week- 

ly check of stocks because 
it's ‘tween seasons. It's a bad 
habit to form. And even though 
stocks are clean and small, it's 
worth while to check regularly. 
There are usually a few spots 
where you find something that 
needs attention every time you 
make a check. 


12 DOES your interior need 
any painting or decorat- 
ing? This is the month to do 
it. And how about your signs 
—are they getting shabby? 
You cannot afford. to permit 
anything about your store to 
have a run-down appearance. 
Many people judge the qual- 
ity of your merchandise by the 
appearance of your store. 


1 6 IF you sell men's shoes, 

it's time to get right 
down to brass tacks on plans 
for National Men's Shoe Week, 
August 28—September 4. |f 
you have not already perfected 
plans for window displays, news- 
paper advertising and all of 
the various details of promo- 
tion, there's no time to be lost. 
Refer back to RECORDERS of 
June 26 and July 17, also to 
advertising suggestions in this 
issue. 
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CALENDAR for AUGUST 


A Working Schedule for Busy Merchants 


17 IT is none too early to 

send out a letter on the 
first Fall footwear styles. If 
possible accompany it with a 
smart little folder illustrating 
several of your new styles. Be 
sure that your letter ties in with 
the idea now being promoted 
in your window displays. 


91 LIVEN up your windows 

early today to make 
them more interesting to pass- 
ing shoppers. Be sure they 
feature the same things that 
were emphasized in yesterday's 
ads. Get the name and address 
of every new customer in the 
store today for your mailing 
om Plan to do this EVERY 
jay! 


95 THE day to make your 

weekly check of stocks, a 
job that becomes tremendous- 
ly important as you go into 
the Fall selling season. The in- 
formation from your stock 
check, if properly used, enables 
you to have control, reduces 
“outs” and “turnkillers”. 


98 CHANGE your windows 
entirely, if you haven't 
done so already, or freshen 
up so they tell the same 
Styles story as your Friday 
Newspaper ads. Give particu- 
lar thouaht to National Men's 
Week windows, if you 
sell men's footwear. Good, 
sappy cards can MAKE an 
ise ordinary window 
stand out. And be sure to 
price every pair of shoes in the 
window. 


1 YOU'RE about to start 

a new season. Is the 
method you have been using 
for your weekly stock check 
satisfactory? Does the infor- 
mation you get from the check 
tell you what you want to 
know? If not, now is the time 
to devise a better method of 
checking, and a better form 
for the purpose. 


9 6 ARE you ready for Na- 

tional Men's Shoe Week, 
which opens Aug. 28? Is your 
newspaper advertising pre- 
pared for tomorrow's papers? 
Is all of your window display 
material in readiness, so you 
can put in that special trim to- 
morrow night? A last chance 
for final check-up. 


1 WITH the start of the 

Fall season are you go- 
ing to be “up against it" for 
illustrations for your footwear? 
De you have a good mat ser- 
vice? Does your newspaper 
provide you with good, usable 
illustrations? Does your manu- 
facturer supply you with suit- 
able newspaper illustrations of 
the styles you buy. 


7] 3 CONTINUE your "Back- 

To-College" window this 
week, rearranging it somewhat 
and adding any newly arrived 
styles you may have in stock. 
When do the grade schools 
open in your town? If it is 
with'n the next two weeks it is 
time to have a children's school 
shoe window. Do not wait too 
long! 


97 YOU should have 

b‘g, attractive National 
Men's Shoe Weeks ads. Or, 
if you don't sell men's shoes, 
put the emphasis on the "Back- 
To-College" idea again. Your 
stocks of Fall footwear and hose 
should now be quite complete 
so that you have a real style 
story to tell in your advertising. 
Feature children's school shoes 
too if the time is right. Men's 
Shoe Week starts tomorrow. 


3 CONTINUE for this 

week the Fall Style win- 
dows which you put in last 
Saturday. And continue your 
Children's School Shoe win- 
dows, or if you have not had 
them previously, put them in 
today for September Ist is 
just a day away, and to par- 
ents Septemb ans_ it's 
time to outfit children for 
school. 





20 YOU will need fairly 
good-sized ads in to- 
day's papers for Saturday sell- 
ing because you're approach- 
ing the big Fall season and 
Saturday business should be 
good. Emphasize the "Back- 
To-College" idea strongly, ty- 
ing it in with "New Fall Styles". 
Play up the new Fall hosiery in 
colors to match Fall footwear. 


94 IF you placed a window 
of children's school shoes 
yesterday, follow it right up 
today with a mailing of some 
kind. A letter will do, but a 
letter and circular will be much 
better. Perhaps you can get 
your week-end newspaper ad 
in type and secure advance 
reprints to mail with the letter. 


AMAM IS AS 


Smad 


AS HIS 


Shwe 


31 TOMORROW a new 
month begins —a big, 
important month from the 
standpoint of selling. What 
are you going to do? Are all 
your plans made? Have you 
checked on last year's records 
to see what you did then? 
Better take time today to 
make sure you are READY for 
September! 


































































Giving the customer an: advance tip 

on Fall colors, Bullock of Los An- 

geles, used this ad in newspapers of 
July 19th. 


@CCASIONAL newspaper ads that 
give the public a hint of what’s to 
be expected in Fall shoes are be- 
ginning to appear in newspapers, 
particularly out in Southern Cali- 
fornia where they believe in early 
promotions and where climatic con- 
ditions make them practical. But 
most of the current shoe copy is 
“sale stuff,” and in this regard July 
has simply followed the normal 
pattern for this season of the year. 

In Mid-Summer, the curve of re- 
tail shoe advertising lineage nor- 
mally declines, and this season is 
.no exception to the rule. Moreover, 
the character of advertising changes 
from style promotion and ads de- 
voted to fitting, comfort and cor- 
rective features, to clearance copy, 
whose principal selling argument is 
based on price. Due to weather con- 
ditions and the effects of strikes, 
market conditions, etc., clearances 
this Summer started early and price 
cuts were drastic. Nevertheless, the 
advertising of shoe sales appears 
for the most part to have been con- 
servative in character, with com- 
paratively little of the flamboyant, 
sensational type of copy that some- 
times characterizes a season of sales. 
There is cause for gratification in 
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While Summer Clearances Are Still in Full Swing, 
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FIRST FALL SHOE ADS 
APPEAR 


Southern California Merchants Begin to Talk of Autumn 
Styles and Colors—Sales Advertising Dominates the 


this fact, for over-emphasis on price 
reductions in sale season invariably 
tends to demoralize retailing and 
react against all retailers. While 
retail conditions this season have 
tended to promote the kind of mer- 
chandising that stresses “sales” and 
“price,” the knowledge merchants 
had that wholesale markets were 
tending upward has been to some 
degree a restraining influence, with 
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FALL 
FORECAST 


With your ‘tween season sheers ond 
eorly fell blacks you'll weer this 
Leird, Schober in charcoel suede 
and jet patent. Result? A new and 
slemerous you. 


16.75 


S17 W. Teh ST... . S416 WILSHIRE... 715 S. FLOWER 
AMBASSADOR AOTEL .. . 476 F. COLORADO, PASADENA 











Another glimpse of Fall Fashion in 
Mid-Summer, which tends to relieve 
the monotony of clearance copy. 


Newspapers Everywhere, But Copy Is Conservative. 





the result that stocks are being 
cleaned up preparatory to Fall 
without undue emphasis on the sort 
of sale publicity that tends to create 
a lower price consciousness in the 
minds of consumers. 

As a matter of fact, some re- 
tailers, in certain parts of the coun- 
try, are beginning already to men- 
tion Fall foot wear and to play up 
Fall style trends in their adver- 
tising. 

In an advertisement captioned 
“Color in Accessories — Important 
Fall News,” Bullock of Los Angeles 
on July 19 presented these three in- 
teresting colors: 

“First shades of Fall . . . named 
by Bullock’s to head the cast in the 
play of color in the costume. Deep, 
glowing colors . . . in Bags, Belts, 
Gloves and Shoes. Mid-season ex- 
citement for the things you are 
wearing now . . . stimulation for 
your Fall costumes. Exacting 
matching in no end of variety. Ask 
for Mahogany, Maple, Boxwood in 
Accessories on the Street Floor, Bet- 
ter Shoes and Collegienne Shoes, 
Fourth Floor, and Budget Shoes, 
Third Floor.” ; 

And Wetherby-Kayser, in a two- 
column ad headed “Fall Forecast,” 
says: “With your “tween season 
sheers and early Fall blacks, you'll 
wear this Laird, Schober in char- 
coal suede and jet patent. Result? 
A new and more glamorous you. 
$16.75.” 

The Bullock promotion was 
backed by three windows, each de- 
voted to one of the new colors men- 
tioned in the ad. The tie-up of ad 
and windows produced a real im- 
pression and aroused much interest 
among customers. The shoes shown 
included high-front patterns, some 
[TURN TO PAGE 43, PLEASE] 
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In Weaves and Colors That Harmonize 
With Costumes in Forstmann Woolens 


ORSTMANN Woolens establish each season the fabric 

and color trends in°women’s garments. The new 
Forstmann Shoe Fabrics, designed especially for women’s 
footwear, make available this same leadership to shoe 
manufacturers. The fine and distinctive weaves have been 
constructed to insure outstanding style and satisfactory 
wear. The knowledge and experience behind them enable 
merchants and shoe manufacturers to be absolutely certain 
that the colors selected in Forstmann Shoe Fabrics are the 


colors which dominate the mode in women’s garments. 


Leading shoe manufacturers are now empha- 
sizing the importance of Forstmann Shoe 
Fabrics in their midseason footwear. 


FORSTMANN WOOLEN COMPANY 


PASSAIC, NEW JERSEY 


Sales Representative: Julius Forstmann Corporation, Empire State Bldg., New York City. 
































RECORDER Candid Commentator 


(Right)—Resting—A pair of wooden shoes outside 
the door in a Holland village. They have kept their 
owner's feet dry and warm during the morning's 
work, and are now left to sun.Thus the worker 
never risks scratching the housewife’s spotless floor. 


(Below)—Largest Statue in the World—A close-up of 

the foot of the largest statue in the world which was 

erected recently at Takasaki, Japan, to encourage 
belief in the Goddess of Mercy. 


(Below)—Antique shce collection owned by 
Joe Kalisky of the Chicago Shoe Traveler’s 
Association and on permanent display in their 
club rooms inthe Morrison Hotel. Mr. Kalisky. 
right, is shown with Norman N. Souther. 


s 


Size 168, and known as The Big Boot, this giant shoe Presentation of a bronze plaque by the employees of Butler’s 

on wheels was displayed in the lobby of the Morrison Shoe Stores, Inc. to Bernard Feldman and D. L. Slann. 

Hotel during the Buyers’ Days of the Chicago Shoe owners of the company, at the annual banquet of the 

Traveler’s Association, June 28th and 2%h. It is seven Butler’s Benevolent Association, July 4th, at the Columbus 

feet six inches tall and weighs over 500 pounds. It was Hotel, Miami. Left to right, Mr. Feldman, Stanley Meyer. 

loaned to the Asociation by the Safety First Shoe Com- toastmaster, Paul W einfeld, president of Butler’s Benevolent 
pany, Holliston, Mass. Association. and D. L. Slann. 
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WW heat and the roughest wear 
—a fireman’s shoes “take a beating.” 


But no matter how tough the conditions, 
Pepperell Wearproof Shoe Lining Fabric 
will stand up. For thirty-five years it has been 
used in all types of work shoes and not once 
has a complaint been made that it has torn. 
For Pepperell Wearproof is specially woven to 
resist the most strenuous and constant foot fric- 
tion. Guarantee your repeat sales by stocking 
Pepperell Wearproof Fabric lined work shoes. 


PEPPERELL MANUFACTURING COMPANY 
Shoe Fabrics Division, 160 State STREET, Boston, Mass. 


Branch Offices: PHILADELPHIA * CINCINNATI + ST. LOUIS * MILWAUKEE 











PUT YOUR MONEY 
ON THE 


WIN 


In the business of selling men’s street and 
dress shoes experience shows you can’t go 
wrong if you stock shoes of genuine Kanga- 
roo. Kangaroo is a winner from the start. 
17% stronger, weight for weight, than any 
other leather known, it offers durability, long 
wear, and strength, with a lightness and a 
pliability that bring active feet home again in 
the evening as happy as when they started out 
for the day. 


For those aggressive retailers who not only 
want to pick a winner, but who also want to 
get behind it and push it up to new heights, 
to bigger sales, to extra profits, the Kangaroo 
Association offers suggestions and helps for 
advertising and merchandising. Write for a 
copy of our “Daily Sales.” Address your re- 
quest to the Kangaroo Association, 9th & 
Westmoreland Streets, Philadelphia, Pa. 


Genuine Kangaroo is tanned in the United 
States of America by The Surpass Leather 
Company, Philadelphia, by the Richard Young 
Company, New York, and by the Ziegel Eisman 
Company, Boston. A letter to any of these 
companies will direct you to sources that can 
supply genuine Kangaroo in different grades 
_ of shoes. 


AROO 


TANNED IN 
AMERICA FOR MEN’S 
STREET & DRESS SHOES 
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Fall Selling Ideas 


THE Wilson Shoe Co., Orlando, Fla., with a small 
wood-working machine, turned out a number of shoe 
soles, 18 inches long, of light wood. To each of these 
they attached a small thermometer, and at the bottom 
put their own name and address. One of these ther- 
mometers was hung in the waiting room of the bus 
terminal, alongside the card giving the bus schedule. 
and others were placed in offices and public buildings 
where the thermometer was frequently consulted. The 
big shoe and the address kept the firm constantly in 
mind. 
* * * 

Making a play for the college trade, and all young 
people of that age, The Bootery, Austin, Tex., arranged 
a window backed with two large posters—“For the 
Game” and “After the Game.” The first showed a girl 
in high-cut oxfords, watching, with binoculars, an ex- 
citing football game; while the second, depicted the 
same miss, in dancing frock and satin pumps, dancing 
at a frat ball. Grouped about each poster, on tables. 


« stands, and on the floor, were many specimens of both 
' types of footwear. 


* * * 


The Hyde Shoe Co., Atlanta, Ga., in November fea- 
tured boots for riding and hunting. The ground was 
strewn with dead leaves, sprinkled with powdered mica 
to simulate frost. In the rear was a large painting of 
a hunter in a canoe with Indian guide, the picture was 
surrounded with branches of autumnal foliage, making 
it look like an actual canoe seen through a vista of 
trees. Hunting boots, “heavy duty, oil treated” were 
featured for men, priced from $10 to $18. Hunting 
knives and boxes of shells scattered about added to the 
realism of the picture. Just inside the entrance were 
two tables, one featuring hunting boots for men, with 
a card “A Christmas Gift any Hunter would appre- 
ciate,” and another fancy riding boots for boys—cow- 
boy boots with jingling spurs. A number of boxes 
wrapped in gay floral paper, supposed to contain boots, 
were shown on both tables. 


* * * 


“Sponsoring Mississippi College Football Team 
brought us valuable publicity,” declared a representa- 
tive of Myrons Shoe Store, Jackson, Miss. In coopera- 
tion with nine other merchants in non-competitive lines, 
we ran a page ad giving the complete schedule, at home 
and abroad, of the college team. Each firm used a box 
in the border to feature some special, and we called 
special attention to our “Shoes for the Game—Stylish, 
yet Comfortable.” We also prepared cards for each 
home game, listing the opposing teams and having 
space in which the score by quarters could be entered. 
They formed an interesting souvenir and we had many 
calls for them for every game. It gave us splendid 
institutional publicity and introduced many new patrons 
to our lines.” 








1 Andrew Geller 
BROOKLYN NY 


2 Gd 


ARLISLE PA 


3 PINCUSsTOBIAS 


BROOKLYN N.Y. 


THE LAST WORD 


UNITED . : 4 . , 7 Avon 


The craftsmanship of fine shoemaking 
starts with the last. Style and fitting qual- 
ities must be in the wood before the shoe 
is even designed. 


Stewart & Potter Company and all other 
branches of the United Last Company 
know the close relationship that exists 
between fine shoemaking and superior 
last designing. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 









~ 
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Their Increasing Popularity 
MUST BE DESERVED 


Manufacturers — who make them, 
Retailers — who sell them, 
Women — who wear them: 









LITTLEWAY All are enthusiastic in their convictions 
LOCKESTITCH as to the merit of Littleway Lockstitch 
PROCESS Shoes—regular construction or Delmac. 












A background of sound shoemaking 
principles is the outstanding reason for 
their continual increase in sales and 
well deserved public approval. 


And for those who prefer 
DELMAC LOCKSTITCH 








And of course 
with AC UNISHANK 


DELMAC LOCKSTITCH 
PROCESS 







LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET. BOSTON. MASS. 
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Atten-shun! 


Muster your findings forces for a fast over-the-coun- 
ter attack! Fall in line with the Wizard “dough” 
boys and watch findings sales go “over the top”. 


Include these attractively pee regulars on 


your roll-call. 


WIZARD ATHLETE’S FOOT REMEDY 


Relieves itching, cracking toes at once and pre- 
vents the germ from spreading. Your price $4.00 


per dozen. Retails for SOc each. 


WIZARD FOOT POWDER 


Antiseptic and deodorant. Relieves sore, tender 
feet. Your price, $2.75 per dozen. Retails for 


35c each. 
WIZARD FOOT BALM 


Soothes stinging, burning feet. Relieves inflam- 


mation and sore joints. Your price, $2.75 per 


dozen. Retails for 35c each. 


Put these Wizard “dough boys” to work for you by 
sending for a one-half dozen trial selection of each. 


WIZARD COMPANY 


ST. LOUIS, MO. e WALSALL, ENG. 


Canadian Distributors: Canadian Specialities, 
Ltd., 49 Sanford Ave., So.. Hamilton, Ont. 








Screen Players to Model Men’s Shoes 


[CONTINUED FROM PAGE 18] 


in men’s shoes should contribute power- 
fully toward arousing that pride in 
footwear which is one of the primary 
objectives of the National Men’s Shoe 
Week and the REcorDER’s Men’s Shoe 
Campaign. 

In addition to these movie photu- 
graphs, three press relecses about Na- 
tional Men’s Shoe Week are being sent 
to more than 500 daily newspapers in 
tities of 25,000 and over by Boor AND 
‘SxHoe RecorveRr. The first of these press 
Teleases will be in the mails this week. 
The Recorper has already expluined to 
these newspapers through letters and 
advence announcements the plans and 
purposes of National Men’s Shoe Week. 
A total of 124 newspapers, to date, have 
expressed their interest in the cam- 
paign and the Recorner is counting on 
their cooperation, not only in the pub- 
lication of news concerning National 
Men’s Shoe Week, but also in working 
with the local retzilers on advertising, 
both individual and cooperative. 

Herewith we publish the complete 
list of newspapers that have thus far 
Written the RECORDER to express inter- 
est in the campaign. Their letters or 
Teturn post cards are in our files. If 
your newspaper is not in the list we 


would suggest that you contact its ad- 
vertising manager, tell him of your in- 
terest in the campaign, and ask his 
cooperation and that of his publication. 
The list of papers whom the RECORDER 
has heard from is as fol:ows: 
San Francisco Examiner; Call- 
Chronicle, Allentown, Pa.; Long Island 
Daily Press, Jamaica, N. Y.; Beacon, 
Wichita, Kan.; Alhambra Post Advo- 
cate, Alhambra, Cal.; Birmingham 
Post, Birmingham, Ala.; Herald News, 
Fall River, Mass.; Quincy Patriot 
Ledger, Quincy, Mass.; The Lorain 
Journal, Lorain, Ohio; The News Lead- 
er, Staunton, Va.; News Sentinel, 
Fort Wayne, Ind.; The Youngstown 
Vindicator, Youngstown, Ohio; Gazette, 
Schenectady, N. Y.; Daily News 
Graphic, Greenwich, Conn.; Lynn Item, 
Lynn, Mass.; Joliet Herald News, Jo- 
liet, Ill.; The Courier, Evansville, Ind.; 
Sun Democrat, Paducah, Ky.; Star, 
Peoria, Ill.; Courier Journal & Times, 
Louisville, Ky.; The Pittsburgh Press, 
Pittsburgh, Pa.; Wilkes-Barre Record, 
M. M. Battlebough, Adv. Mgr.; Ban- 
gor Daily Commercial, Bangor, Me.; 
Chronicle Telegram, Elyria, Ohio; The 
Evening News, North Tonowanda, N. 
Y¥.; Buffalo Courier Express, Buffalo, 


N. Y.; Union Star, Schenectady, N. Y.; 
Press Union Newspapers, Atlantic 
City, N. J.; Journal Courier, New 
Haven, Conn.; New York Herald Trib- 
une, New York, N. Y.; Easton Plain 
Dealer, Easton, Pa.; Amsterdam Eve- 
ning Recorder, Amsterdam, N. Y,; 
Baltimore News-Post, Baltimore, Md.; 
Albany Evening News, Albany, New 
York; Transcript Telegram, Holyoke, 
Mass.; Springfield Newspapers, Spring- 
field, Mass.; Times-Star, Bridgeport, 
Conn.; Advocate, Newark, Ohio; The 
Florida Times - Union, Jacksonville, 
Fla.; The World Herald, Omaha, Neb.; 
The Charlotte News, Charlotte, N. C.; 
New Albany Tribune, New Albany, 
Ind.; Cleveland Plain Dealer, Cleve- 
land, Ohio; Erie Daily Times, Erie, 
Pa.; St. Petersburg Times, St. Peters- 
burg, Fla.; Hartford Courant, Hart- 
ford, Conn.; Richmond Trmes-Lispatch, 
Richmond, Va.; Boston Post, Boston, 
Mass.; The Post Standard, Syracuse, 
N. Y.; Newark Star Eagle, Newark, 
N. J.; Star Tribune, Providence, R. I.; 
Men’s Apparel Reporter, 261 Fifth 
Ave., New York City; Register Mail, 
Galesburg, Ill.; Register Tribune, Des 
Moines, Iowa; Akron Times Press, 
Akron, Ohio; Journal, Jamestown, New 
York; The Columbus Dispatch, Co- 
lumbus, Ohio; The Canton Repository, 
Canton, Ohio; Denver Rocky Mountain 
News, Denver, Colo.; Seattle Post In- 
telligencer, Seattle, Wash.; Tulsa Trib- 
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une, Tulsa, Okla.; Columbus, Ohio, 
Citizen, Columbus, Ohio; Knoxville 
Journal, Knoxville, Tenn.; Denver Post, 
Denver, Colo.; Washington Daily News, 
Washington, D. C.; Cincinnati Enquir- 
er, Cincinnati, Ohio; Globe News, Ama- 
arillo, Tex.; Albuquerque Publishing 
Co., Albuquerque, N. M.; Dallas Dis- 
patch, Dallas, Tex.; Pawtucket Times, 
Pawtucket, R. I.; Mansfield News Jour- 
nal, Mansfield, Ohio; Middletown Jour- 
nal, Middletown, Ohio; Lawrence Tele- 
gram,: Lawrence, Mass.; Evansville 
Press, Evansville, Ind.; Tulsa World, 
Tulsa, Okla.; Chicago American, Chica- 
go, Ill.; Shreveport Journal, Shreveport, 
La.; The Macon Telegraph, Macon, 
Ga.; Houston Post, Houston, Tex.; 
Cincinnati Times Star, Cincinnati, 
Ohio.; The Houston Press, Houston, 
Tex.; Voice, Corpus Christi, Tex.; 
Michigan City News, Michigan City, 
Ind.; Pontiac Daily Press, Pontiac, 
Mich.; Press Chronicle, Johnson City, 
Tenn.; Lexington. Leader, Lexington, 
Ky.; Muncie Press, Muncie, Ind.; Phe 
Evening Courier, Urbana, IIL; The 
Atlanta Journal, Atlanta, Ga.; 69th 
Street News, Upper Darby, Pa.; 
Omaha Bee News, Omaha, Neb.; Sac- 
ramento Bee, Sacramento, Cal.; Holly- 
wood Citizen News, Hollywood, Cal.; 
The Oklahoma News, Oklahoma City, 
Okla.; The Evening Bulletin, Phila- 


ERN 
LERS 


delphia, Pa.; Savannah Morning News, 
Savannah, Ga.; Savannah Evening 
Press, Savannah, Ga.; The Fresno Bee, 
Fresno, Cal.; The Oklahoman and 
Times, Oklahoma City, Okla.; Muncie 
Star, Muncie, Ind.; Dayton Daily News, 
Dayton, Ohio; Call-Bulletin, San Fran- 
cisco, Cal.; Post Enquirer, Oakland, 
Cal.; Woonsocket Call, Woonsocket, 
R. I.; Star Register Republic, Rock- 
ford, Ill.; Houston Chronicle, Houston, 
Tex.; News Telegram, Portland, Ore.; 
Illinois State Journal, Springfield, Ill.; 
The Pittsburgh Press, Pittsburgh, Pa.; 
The Meriden Daily Journal, Journal, 
Bldg., Meriden, Conn.; The Bethlehem 
Globe Times, Bethlehem, Pa.; Tucson 
Daily Citizen, Tucson, Ariz.; Eagle 
Tribune, Lawrence, Mass.; The Middle- 
town Journal, Middletown, Ohio; The 
Fargo Forum, Fargo, N. D.; Gazette 
and Daily News, Texarkana, Tex.; 
Grand Rapids Herald, Grand Rapids, 
Mich.; Brockton Enterprise, Brockton, 
Mass.; Star-Journal Chieftain, Pueblo, 
Colo.; Michigan City News, Michigan 
City, Ind.;  Caller-Times, Corpus 
Christi, Tex.; Richmond News Leader, 
Richmond, Va.; The San Antonio 
Light, San Antonio, Tex.; The Bee, 
Fresno, Cal.; Evening Public Ledger, 
Independence Sq., Philadelphia, Pa.; 
The Sun, Baltimore, Md.; Columbus, 
Ga., News Record, Columbus, Ga. 
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The NEW 
BREASTLOCK 


TRADE - MARK 


HEELS 


make broken and 
ragged heel breastings 
OBSOLETE! 


This source of complaints and 
refunds is definitely eliminated 
for the retailer who insists on 
Breastlock Heels. This revolu- 
tionary improvement in heel 
construction increases the value 
and satisfaction in your shoes 
«.. costs no more on most 
types . . . can be had by asking 
your manufacturer. 


F, W. MEARS HEEL CO. 


140 Federal St., BOSTON 
Factories at Lawrence, Mass., Conway, N. H., 
Auburn, N. Y., Columbus, O., St. Louls, Mo. 


Affiliated Dominion Heel Co. 
Montreal and Quebec, P. 9. 


SATISFIED 
CUSTOMERS 








European Shoe Prices 
Generally Higher 


[CONTINUED FROM PAGE 19] 


by officials of the Bata organization 
that their production runs approxi- 
mately 350,000 pairs of shoes a day. 
Sixty per cent of this production is 
in leather shoes and the remaining 
forty per cent in canvas footwear. 

A greater part of the distribution 
of this enormous production is handled 
through retail outlets owned by the 
Bata factories, with approximately 
2,000 “company owned” stores in 
Czechoslovakia and 1,000 stores owned 
by the organization in other countries 
of Europe. 

Bata officials also outlined the “profit 
sharing” plan used in their factories 
to Mr. Jarman. Key men throughout 
the various departments in the fac- 
tories turn in reports each week, and 
share in the profits or losses of their 
own departments as shown in their 
reports. 

Interesting “side line” products of 
the Bata factories, Mr. Jarman learned, 
include a large production of automo- 
bile tires, gas masks, and the manu- 
facture of shoe machinery used in the 
factories. Troublous European condi- 
tions evidently have created rather 
profitable markets for the gas mask in- 
dustry, the Tennessee manufacturer 
learned. 


While labor costs are considerably 
cheaper at the Bata, Salamander 
(Jacob Siegel Company, a German 
shoe factory) and other manufacturing 
centers on the continent, Mr. Jarman 
was informed by foreign sho2 indus- 
trialists that the individual output of 
their workers does not come up to the 
faster standard of American workmen. 

Wages—as well as the cost of liv- 
ing—throughout the European conti- 
nent are considerably lower than the 
American average, but Mr. Jarman 
was informed by the operator of a 


‘French tannery that he would prefer 


to have American workers and allow 
twice the wages he is now paying. The 
Frenchman declared he could pay 
double his present wages to American 
workmen and, with the faster output 
he would receive, show a considerably 
higher profit. 


Tiny Tot Shoe Co. Moves 


ROCHESTER, N. Y.—The Tiny Tot 
Shoe Co., makers of infants’ shoes, has 
removed from 84 North Street to 90 
Mill Street, where it is conveniently 
located on a single large floor. This 
building formerly housed John Kelly, 
for years a prominent maker of wo- 
men’s shoes. The old factory on North 
Street is being demolished to make 
room for a parking station. Dean 
Pryer is the head of this business. 








TONGUE 


A Boot. Built from 
the ground Up 


Us “Justin Boys” male lace boots 
the same way we do our famous 
Justin Cowboy Boots—real 
Boots from the ground up—not 
just an ‘‘extra high-top’ shoe. 
n our Lace Boots 
we put the best stuff 
we can get. Also, 
we put in some 
swell features like 
the Justin patented 
Crimped Tongue, 
the ‘Rocker Bot- 
tom’ walkingsoles, 
the Peased arch— 
as well as the reg- 
ular Justin Boot 
features — Mister, 
they're real Boots. 


Made by the 
Bootmakers of the West 


H. J. JUSTIN & SONS, INC. 
FORT WORTH, TEXAS 


















is thinking about Brillhart’s tough 
breaks instead of concentrating on 
pulling the game out of the fire. The 
visiting firemen knock the home team 
down into the second division and the 
manager cries to the owner of the 
club that he’s got to get a new third 
baseman. 

And there you have the story of too 
many shoe departments, too many shoe 
stores, and too many managers, buyers 
and merchants. 

“What's the matter you didn’t double 
up, Brillhart?” says the department 
manager, looking very injured. “That 
customer would of bought a second 
pair! That’s the third time you’ve let 
me down this afternoon. You missed 
on a seven single right after lunch and 
you didn’t sell a bag to match that 
stitched blue fabric tie!” 

Brillhart stands there a little fool- 
ishly with his mouth open and the 
other salesmen hustle around putting 
shoes back in their boxes and acting 
as if they don’t hear any of the beef 
at all. 

But Brillhart doesn’t find any an- 
swer. He just stands there. 

In fact, so many answers are spin- 
ning around in Brillhart’s head that 
he can’t stop one of them long enough 
to put it into words and get the words 
out through his teeth. The injustice of 
the manager’s pop-off has rattled him 
so he doesn’t even see very clearly the 
interior of the shoe store. His eyes are 
glued to a highly polished knot in the 
expensive woodwork of the salon and 
his nerves are tighter than a kid shoe 
on a stretcher. To be absolutely faith- 
ful to the facts, painful though they 
may be to some of the readers, the wiry 
Brillhart has suddenly developed a 
vague desire to flail out with both tense 
fists and spread the manager’s un- 
happy face over the knot in the wood- 
work like a goat-skin sample hung up 
for inspection. In his present condition 
the well liked salesman wouldn’t have 
been able to sell a P. T. if she’d brought 
in the number of the shoe written on 
a piece of paper and didn’t care what 
size it was. 

Nobody had felt worse than Brillhart 
when he had walked the seven single 
right after lunch. The lady had come 
in and asked to be shown the multi- 
colored wrap-around that was in the 
window. And he had said to himself 
as he measured her foot that the 
matching bag and a nice pair of open 
toed sandals in white for an extra pair 
would be a cinch. Maybe a_ patent 
pump, too, and sandal foot hosiery for 

every pair of shoes, to boot. And then 
tho anak hb Mow u bell dine ‘pales 
of shoes were sitting around his fitting 
stool and the lady’s back was just dis- 
appearing out the front door. The 
score was one out and none on, instead 
of three on and none out. 
He could have draped the fitting 





BOOT AND SHOE RECORDER, July 31, 1937 


Bootin’ Shoe Sales Away 


[CONTINUED FROM PAGE 15] 





stool over his own neck, he had been 
so sore at himself. 

As for the stitched blue fabric bag 
that the manager had squawked about 
he felt like a horse might feel after 
being whipped for winning a race. He 
had sold the customer the blue fabric 
shoes as an extra pair to match the 
bag the customer was carrying when 
she came in the store. It had been a 
rather neat piece of suggestion put in 
at just the right time with just the 
proper delicacy of pressure and he had 
felt that he had established another 
permanent customer for the house 
through the deftness of the sale. 

In regard to doubling the sale on the 
last customer—the manager had just 
spoken to him— 

“You better get hold of yourself 
Brillhart,” says the manager mean- 
ingly, O.K.ing a bank check with a 
flourish without even reading the way 
it was written. “We haven’t any room 
for salesmen who aren’t trying.” 

And so Brillhart, with his blood boil- 
ing, takes his next call and helps the 
rest of the boys boot a good afternoon’s 
business out of the front door. The 
whole sales force is thinking about 
Brillhart’s tough breaks instead of 
concentrating on intelligent selling. 
The customers become merely visiting 
fireladies without any desire to buy 
beautiful shoes or what-nots and the 
manager cries to the store owner that 
he’s got to get a new salesman to fill 
Brillhart’s place. 

These two pictures, friends and citi- 
zens, are not imaginary. They are 
photographs, awkwardly taken, of ac- 
tual conditions you may find wherever 
you care to look. Costly conditions. 
Conditions which defeat the very pur- 
poses of those who are most interested. 
Conditions which, like halitosis, are 
least suspected by those who create 
them. 

‘ cae what’s a manager supposed to 
0? 

About what? 

About making his eine better 
ball players or salespeople. 

He’s supposed to lead them! In- 
spire them! Teach them! Build them! 

It’s ten o’clock in the morning and 
the ball park is deserted save for two 
solitary figures over near the plate in 
the batting practice case. 

“Look, Brill! See how much smooth- 
er your swing is? It’s funny how the 
wrong position of a man’s thumb on 
his bat will make it wobble! Same 
thing’s true in golf!” 

Brillhart takes a few more im- 
aginary cuts at the ball with the new 
hold he has just learned. “It sure 
feels smoother, somehow,” he says. 
“Soon as the rest of ’em get here I 
can try it out for sure.” 

“Ill lay you a buck it?l add 25 
points to your batting average in 
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thirty days,” says the manager confi- 
dently. 

“Think so?” 

“Think so! Look, Brill. You’re the 
smartest third baseman in the league 
today and you’ve never shown any 
signs of getting fatheaded about it, 
either. In another month you'll be out- 
hitting all the other hot corner players 
into the bargain, and you may take my 
word for that. You’re a natural born 
hitter. Only you let that corkscrew 
thumb of yours gum you up tempo- 
rarily!” 

Brillhart laughs, softly. But he’s 
pleased, nevertheless. “You’re a great 
guy!” he says with genuine admira- 
tion. “And we're goin’ to nail the 
pennant up on your wall come next 
September, you old So-and-So.” 

In the shoe business it goes some- 
thing like this. 

It’s ten o’clock in the morning and 
the department manager and Brillhart 
are standing over in the corner. 

“Tt’s a funny thing how it works, 
Brill, but it does just the same,” con- 
cludes the manager. “You just lay the 
matching bag on the seat beside the 
customer while you’re fitting the shoes. 
You don’t even have to mention the 
bag. You just let it sizzle there all by 
itself. And when you’ve finished fitting 
the shoes and you’re about to get her 
interested in the second pair your cus- 
tomer says, ‘How much is the bag that 
goes with it?’ 

Brillhart studies it over. 

“Look, Brill,” says the manager. 
*You’re developing into one of the 
hottest shoe salesmen on the floor. You 
try that system out and you'll raise 
your bag average 25 per cent in thirty 


days. You’re a natural born salesman. 
Only you’ve let this bag business gum 
you up temporarily.” 

Brillhart laughs, softly. But he’s 
pleased, nevertheless. “Thanks, Mr. 
So-and-So,” he says, eager to get an- 
other customer to try out the idea. “We 
still have time to knock the devil out 
of that quota.” 

The manager smiles. ‘“That-a-boy, 
Brill, get out there and knock ’em 
dead,” he says. 

There isn’t anything wrong in iso- 
lating a player’s faults and having an 
urge to do something about it. It’s 
good business to study a player’s per- 
formance and find out why he can’t 
add a bottle of polish to every sale of 
a pair of white shoes. No player ob- 
jects to becoming a better player, be- 
cause it is perfectly plain to all that 
the better they play the more money 
they will make. Not a salesman in the 
country but would be glad to add a 
handbag to every pair of shoes he 
sells. Not a shoe man in existence who 
wouldn’t like to pay his rent selling 
hosiery on the side. NO PLAYERS 
ENJOY BOOTIN’ A GAME AWAY! 

But sometimes they’re pushed into 
it against their will. 

The “push” system doesn’t work like 
the “pull,” system whether it’s base- 
ball, politics, soldiering, or selling. 
Which explains why this little diatribe 
has to do with those buyers, depart- 
ment managers, and merchants who 
feel it a devout duty to break down and 
cry every time a salesman misses a 
sale or slips up on one of those sacred 
little items such as shoe-trees or what- 
nots. 





Committees Appointed for 


Newmarket Outing 


NEWMARKET, N. H. — President 
Stewart S. Humphrey of the New- 
market Shoe Workers’ Association has 
announced the appointment of his com- 
mittee for handling the annual out- 
ing of the association to be held on 
August 7. The general committee is 
composed of Harry Towle, chairman; 
Arthur Cohen, treasurer; Everett 
Ryan, in charge of sports; George 
Michaud, refreshments; William “King” 
Haley, judge of sport contests; Carolyn 
Brady and Robert Ferland, tickets; 
Frank Leudres, marshal. Working 
With this committee are A. Brenner, 
L. Kesslen and A. Cohen of the shoe 
company. 


On Vacation 


Detroit, MicH.—Clarence Armbrus- 
ter, of Marks Shoe Company, is away 
on a vacation trip with his family. 


Requests Information 


PHILADELPHIA — Joseph Goodrich, 
Who operates a shoe store at 1524 
Chestnut Street, wishes to locate E. D. 
Lewis, who was formerly employed by 


Sabel in Philadelphia. Mr. Goodrich 
will appreciate the cooperation of any- 
one knowing the whereabouts of Mr. 
Lewis in forwarding the information to 
him at the above address. 





Novel and Useful Package 


An attractive “Week-End Package” 
of Cinderella Shoe Dressings, contain- 
ing four small bottles of dressings for 
different kinds of leathers. It has been 
designed by Everett & Barron Co., espe- 
cially to take care of the week-end shoe 
wardrobe and to lay flat in the over- 
—_ bag, week-end case or steamer 

7. . 








World Famous 
Since 1879 


We make the Famous Justin Cow- 

boy Boot in the most modern 

way—but they've still got that 

“Western Hand-Made feel” 

that all ‘“Waddies’” want. Us 

“Justin Boys’ make the best 
Boots we can 
—price ‘em so 
you can sell 
ematprofitand 
so's your cus- 
tomer gets real 
value—Let our 
Boots make 
some money 
for you. 


Be Sure 
They're 
Branded 
“Justin” 


Boots 


The ORIGINAL 
JUSTIN BOOTS MADE ONLY BY 


H. J. JUSTIN & SONS, INC. 
FORT WORTH, TEXAS 


BOOTS ¢y SHOES 





































for Sport 

Campus 
or 

Street 










When we got out the “‘Cabal- 
lero, they said, ‘ Those Boys 
have gone ‘plumb fancy’’—Well 
yes, and no—see this.shoe’s got 
the kind of heel we know how 
to make swell. The vamp is crimp- 
ed—and we been doin’ that 
perfect for years. The arch is 
is pegged—and that’s easy for us 
—so why shouldn't we go fancy. 
And they sure are sellin’ for lots 
of our dealers. Let ‘em do their 
stuff for you. 


















“CABALLERO” This shoe, made 
exactly like the 


Famous Justin 
Cowboy Boot 
has High Leather 
Heel, Squere 
stitched toe, 
crimped vamp, 
strap and buchle, 
and is leather 
lined. Thisstyle 
—in shiny 
smooth 
rich 
brown 
calf. 












































THE FAMOUS JUSTIN BOOTS 


H. J. JUSTIN & SONS, INC. 
FORT WORTH, TEXAS 











close examination, are seen to contain 
clauses which, broadly interpreted by 
the courts, might be inimical. 

So much for at least a portion of the 
intangible benefits. How about that mil- 
lion dollar saving? This is how it 
works: 

The Retail Trade Board has gone into 
such matters as consolidated shipments 
and consolidated deliveries. Shipments 
to Boston members of the association 
which originate in New York City, for 
instance, can be consolidated insofar 
as transportation between the two cities 
is concerned and segregated at Boston 
by the trucking concern which then 
makes deliveries to the individual stores 
—a very definite saving. Consolidated 
deliveries—a system not participated in 
by a few of the store members—are 
made from Boston to a list of 135 cities 
and towns in New England—another 
saving. 

The member store’, guided by the Re- 
tail Trade Board, have saved themselves 
many thousands of dollars by entering 
an agreement covering donations made 
to charities. There is an approved list. 
Any charity seeking a place on the list 
is investigated. 

In the field of standard supplies more 
savings have been made. When the Re- 
tail Trade Board took hold it was found 
that the various member stores were 
using 105 different types of merchan- 
dise tags. An investigation showed that 
26 different types and sizes would do 
the job equally well—and anyone who 
is familiar with the savings which can 
be effected by volume production of a 
few units as compared with small pro- 
duction of many units, is at liberty to 
guess which plan has worked the best. 

What was found to be true in the case 
of merchandise tags was also found to 
be true in the case of bags and boxes. 
The former were reduced in number 
from 29 to 12 and the latter from 40 to 
19. Jewelry boxes, to cite another and 
even more dramatic example, were re- 
duced from a grand total of 800 dif- 
ferent types and sizes to 79. Sales 
checks have been standardized—prac- 
tically all members using exactly the 
same check—only the name of the store 
being changed—a fine instance of sav- 
ing by volume production. 

Heaven only knows how many sizes 
and colors of tissue paper were used at 
the wrapping counters of member stores 
until the Retail Trade Board got on the 
job and, with the assistance of the engi- 
neers of a large manufacturer, succeed- 
ed in finding a standard size—19 by 27 
—which filled the needs of all. Even the 
question of what to do with waste paper 
was solved neatly and with dispatch by 
this method of “cooperative competi- 
tion.” At one time, one of the large 
member firms found itself forced to pay 
$150 a month to have waste paper re- 
moved. When Mr. Bloomfield got 
through studying this problem, not only 
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were his members relieved of an expense 
but actually provided with a source of 
revenue. A contract was entered into 
with a manufacturing concern whose 
raw material is largely waste paper 
and, in the first year the plan operated, 
this company paid to the members of 
the board the sum of $52,000. Current- 
ly, the sum being collected by this 
method runs between $70,000 and 
$80,000 a year. 

Insurance? Time was when each 
store went out and made its own dicker 
with an insurance company in order to 
get the necessary protection against 
fire and burglary. By putting into ef- 
fect a group plan, reductions in pre- 
miums on fire insurance of from 15 to 
more than 22 per cent were effected— 
and this in a year when Boston’s fire 
loss and premium rate were the highest 
in the history of the city. Savings in 
premiums on this one type of insurance 
alone totaled about $67,000. That done, 
a study was made of burglary insurance 
and it was found that, if certain protec- 
tive equipment were used by all stores, 
a rate sufficiently low to pay for that 
equipment in one year could be obtained 
for the members. The achieved reduc- 
tion in premiums in succeeding years, 
therefore, was clear velvet. 

Parades are kept out of the shopping 
district. 

An annual Boston Distribution Con- 
ference, attended by merchants and 
other business executives from all 
parts of the country, is held. 

The problems arising from returned 
merchandise are studied and a uniform 
policy evolved. 

A Merchants’ Institute is conducted 
for the education of executives and sales 
people. 

The dating of Christmas Club checks 
comes in for wise attention. It used to 
be that savings banks and others which 
had inaugurated this method of saving 
sent their checks to the happy recipients 
only about two or three days before 
Christmas—too late for the money to 
find its way into the tills of the mer- 
chants. So the banks were contacted 
and arrangements made to send the 
checks out about Dec. 1. Retail trade 
leaped. 

“In the face of which,” says Mr. 
Bloomfield, “there still are merchants 
who refuse to join an association; or 
who, having joined, will not put them- 
selves out to work for it. We have 
proved here in Boston that it pays big 
dividends to be part of a united front 
on problems that are common to ll. 
Any group of merchants, small or large, 
in any part of the country, following 
the principles which we have evolved 
here in what used to be known as the 
‘Hub of the Universe,’ can accomplish 
results just as satisfactory as those we 
have accomplished. But they must quit 


being petty.” 
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manufacturers, the glove makers are 
continuing and carrying much further 
their last year’s ideas in novelty gloves 
with suede backs and glacé palms — 
very effective looking and practical. In 
belts, suede has been combined with 
patent, calf or grosgrain. A leading 
belt manufacturer has done a beautiful 
job with interlocking pieces of suede 
and calf. 

Trimming treatments offer a third 
type of co-ordination. Here the field 
is a very big one and includes stitching 
—usually contrasting—shirring seen on 
bags and gloves; pleating; quilting on 
bags; the use of lacing on bags, shoes 
and belts, of cording—sometimes in a 
contrasting color—and of small rolls of 
leather on occasional bags and shoes; 
some pérforations; some eyelets seen 
on gloves; some nailheads on belts and 
bags — endless ideas, emphasizing 
beauty of material and workmanship. 
A suede bag, stitched on the flap and 
sides with an elastic thread and puck- 
ered to produce an effect like Persian 
lamb, is a new idea for maching an ac- 
cessory to a fur. Intelligent co-ordina- 
tion of accessories through the use of 
similar materials and treatments should 
be an important fashion idea in Fall 
selling. 

A few specific points must be added 
regarding handbags. In shape there is 
great variety, from flat tailored envel- 
opes to big soft dressmaker types, again 
emphasizing the trend to richness in 
material and detailing. All kinds are 
good. Frame bags with top handles still 
lead, with a dip-frame giving a new top 
line, a new high style note for both 
sport and formal bags. The handle is 
very soft and pliable, and can be looped 
and twisted in the hand to such a shape 
that it carries out the long slim lines of 
the new pencil silhouette in suits and 
coats. The whole effect should be 
casual but very smart. Big flaps are 
important. Box bottoms not so impor- 
tant as in the Spring. Gold, especially 
in big rings, is still the outstanding 
metallic note. For traveling bags, grain 
ealf is used. In the fabrics, fraille and 
crepe are biggest with a little petit 
point and Beauvais shown. 

Like bags, belts go to two extremes. 
The sport belt for sweaters may be only 
% of an inch wide. The new corselet 
shape, carrying out the new dress sil- 
houette, may be six or seven inches in 
width. One leading manufacturer shows 
how two of the narrow belts—the same 
_ pattern in contrasting colors—may be 
joined to form one very smart two-tone 
belt. In 1986 belts were 100 per cent 
tailored, according to this same manu- 
facturer. This season there are still 
Many tailored ones, but luxury styles 
dominate the picture. An interesting 
duplication of a dressmaker detail is 
found in the photograph of the belt 


om ats 
Sor 


with a scroll design which is exactly 
like much of the appliqué trimming so 
popular now on dresses, suits and even 
coats.. Suede is the veges selling ma- 
terial in belts, but $mooth leather is also 
used in both fornfal and sport types. 


‘Saddle leather and pig, with some 


reptile and ostrich, are the leading 
leathers for sport belts, however. 


Two further notes on accessories may 
be useful for the shoe retailer. First, 
leather hats—calots and more classic 
shapes—are unusually important this 
Fall. Second, a special co-ordination job 
is being done by the six manufacturers 
who promoted the “Pan Am Ex” group 
of matching accessories last Spring. A 
hat, skirt, blouses, bags, belts and 
flewers all in black satin, with har- 
monizing jewelry form this new promo- 
tion group. 

So through the whole accessory field, 
originality and variety in design and 
treatment, interesting uses of materials 
and colors, and fine workmanship, ac- 
centuate the movement toward greater 
individuality and luxury, and more 
feminine fashions. 


The Editor’s Outlook 
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the world over, with full play to the 
basest instincts of mankind. The bal- 
ance is definitely upon the wrong side. 
But in a rich, abundant, vigorously 
youthful America, there is no place for 
violence, for economic anarchy, for 
grave apprehension. 


Right here and now comes the time 
for stérn reality, for strict adherence 
to the law, for vigorous public opinion. 
All the good forces of education in the 
schools, in the newspapers and in busi- 
ness papers and in the conversations 
of men with men need to be brought 
up to the line. Teach and practice the 
stern law of living. Teach and prac- 
tice the law of business. Teach and 
practice the law of civic obedience. 
This is the time for straight thinking. 


Pays Dividend to Employees 


CoLumBus, OHIO—The Walker T. 
Dickerson Co. has paid a dividend of 5 
per cent of its piece-work employees 
based on the amount of pay each re- 
ceived between Nov. 1 and April 30, in 
addition to paying them for 10 holidays, 
according to Walker T. Dickerson, pres- 
ident. 

Each of the company’s 302 piece-work 
employees received an average of 
$74.16. Other employees of the com- 
pany also received added remuneration, 
with the stockholders receiving the 


same dividend rate as the rest. 








a . by Knowing 


ia ‘Equestrians 


Our Riding Boot styles are“OK’’ 
and as you folks say they're 
‘swanky’ ’-trim, and.have that cor- 
rect English ‘Air of Distinction’’ 
so desired. And the reason is 
first we know how to make good 
Boots—and second we get Eng- 
lish Boot Experts to make our 
patterns ‘cause we know—they 
know their stuff. 


FIELD AND RIDING BOOTS 
FOR BOTH MEN AND WOMEN 


We make custom grade and 
stock numbers in a wide 
range of styles and colors 
—priced from $20.00 to 
$50.00. All made on 
proven lasts, leather 
lined, and skillfully 


made. 


MADE BY 
THE BOOTMAKERS OF THE WEST 


H. J. JUSTIN & SONS, INC. 
FORT WORTH, TEXAS 


BOOTS ¢s SHOES 





We're plenty proud of this 
shoe— cause we put all our 
years of experience in build- 
in’ footwear for particular 
men, quality materials, latest 
style, comfort, wear, satisfac- 
tion and price into it. 

Then to give it what you 
sellin’ folks call showmanship, 
we put it into what we call 
Justin's Travel Bag. It sure is 4 
sales novelty — and extra 
value for your custcmer. 


* JUSTIN'S 
TRAVEL BAG PACK 


Justin Travel Bags protect shoes 

* in shipping and while on your 
shelves—and make a big flash 
when you slip ‘em out. 


Useful bag for shoes — protects 

ra clothes while traveling—protects 
shoes from dust and lint when 
not being worn. 


Made by th 
BOOTMAKERS OF THE WEST 


H. J. JUSTIN & SONS, INC. 
FORT WORTH, TEXAS 
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Optimism Tone of Tri-State Shoe Mart 


“Miss Pennsylvania” in the display of D. Meyers & Sons at the Tri- 
State Shoe Mart in Pittsburgh. Having “Miss Pennsylvania” appear 


as a model attracted customers 


PITTSBURGH, PA.—Optimism was pre- 
dominant among the 150 exhibitors at 
the Tri-State Shoe Mart, held in the 
William Penn Hotel, Pittsburgh, July 
18, 19 and 20. There was a marked 
increase in business, over last year, 
according to Phil Landfish of Morse 
and Rogers, chairman of the Pennsyl- 
vania Shoe Travelers Association— 
sponsors of the Mart. Last year, he 
said, sales amounted to about $500,000 
but he approximated them at about 
$750,000 this year. These sales were 
made to between 1,500 and 2,000 re- 
tailers visiting the Mart from all sec- 
tions of the country. 

Another reason for optimism was 
the quality of the merchandise gought. 
Last year’s sales, most of the exhibi- 
tors noted, ran in a much lower price 
class than this year’s. 

“The wiser retailers, in keeping with 
the return of prosperity, are stocking 
better goods,” Mr. Landfish said. 

Included in the exhibits on the four 
floors of the hotel were those of or- 
ganizations allied with the shoe busi- 
ness. Hosiery, handbags, fixtures, and 
firms displaying other merchandise 
also stated that their business was 
good. 

Modernization of retail stores, most 
retailers stated, was a necessity in 
increasing business. Several retailers 
said that it was the only way in which 
they could compete with “chains” and 
that since remodeling their stores, they 
were able to sell a higher quality mer- 


and secured space in the newspapers. 


chandise and that there was a marked 


increase in business. 
Officials of the Shoe Travelers’ Asso- 
ciation were highly pleased with this 


‘year’s Mart. The association, though 


formed 15 years ago, had but 38 mem- 
bers until last year when the first 
Mart was held. The membership is 
now 165. 

At the banquet terminating the 
Mart, Mr. Landfish acted as master 
of ceremonies. He gave an address ex- 
plaining the purpose of the Shoe Trav- 
elers Association and told of its found- 
ing and growth. Pittsburgh’s mayor, 
Cornelius D. Scully, gave an address 
of welcome. E. B. Craney, president 
of the organization, gave an address 
on the building of confidence. 

The most unique exhibitor’s “stunt” 
was done by D. Meyers & Sons of 
Baltimore. During the Mart they had 
“Miss Pennsylvania,” dressed in bath- 
ing suit, modeling. This attracted cus- 
tomers and received a “play” from 
the local newspapers. 

As there was a $250,000 increase in 
business over last year and many more 
exhibitors, Mr. Landfish and Mr. 
Craney are expecting the organization 
to grow. Other officers are: Herman 
W. Schueler, vice-president; Joseph 
Yorkin, secretary - treasurer; Jack 
Lavy, Lewis Manheim, Mr. Yorkin, and 
Mr. Landfish, directors. On the Style 
Show Committee of the Mart were 
Martin Lopen and Mr. Yorkin. Phil 
Byer, Mr. Landfish and Mr. Yorkin 
handled entertainment and publicity. 





More Leather Per Pair 


Boston, Mass.—There are tanners 
who are offering designers premiums 
for patterns which show a high cutting 
value, meaning patterns that require 
two feet or more of leather for the up- 


pers, instead of 114 feet or less. 

The reason, as is obvious, is that 
tanners would increase the consumption 
of their leathers. 

The new policy is a change from the 
familiar one of seeing of how little 
leather a pair of shoes might be made. 
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with openings at the heels, some with 
open toes and several laced up the 
front. High-front pumps were also in- 
cluded in the showing. 

The middle of July in Los Angeles 
presented the picture of most stores 
endeavoring to finish their clearance 
sales and with the department stores 
and a few exclusive shoe stores, all of 
whom carry top grade shoes, swinging 
into their early Fall shoe promotions. 
Even some of the stores that had their 
windows full of sale shoes carried 50 
per cent of Fall goods on the shelves. 
Many are trying to hold back the new 
things, but with indifferent success. 

Reports from those Los Angeles 
stores selling the best grades of 
women’s shoes indicate that their early 
Fall promotional openings were re- 
ceived considerably better than in 
former years. Here, where there is 
comparatively little change between 
Summer and Winter temperatures, Fall 
shoes may be successfully promoted 
very early. This early buying is indica- 
tive of later trends. While blacks are 
selling freely because they are being 
bought for occasions and not as a pair 
of black shoes, browns are the real 
fashion news. 

Paul Kirsh, at J. W. Robinson Co., is 
promoting Browns with ombre. He is 
also sponsoring wine and green shoes 
to be worn with dark clothes. Soft-toe 
sueded kidskins are selling in a very 
satisfactory volume. Open-toe black 
suedes in sandals and pumps are mov- 
ing so rapidly that heavy reorders have 
been placed. Kirsh also senses a keen 
interest in blue sueded kidskin in all 
the new types of patterns. Early buy- 
ing here indicates blue will be much 
stronger than last year. 

At The May Co. black suedes in high 
fronts are moving freely in the top 
grades. together with a sprinkling of 
wines and greens, says Joseph H. Fer- 
guson. Considerable speculation is had 
relative to the new color which The 


p===CHAS. A. STEVENS & CO.=-== 


4.95 


Were 6.75 te 6.75 


Were 7.75 te 9.75 


SHOE BOX SALE 
FURTHER SWEEPING REDUCTIONS! 


4 THE 4.95 GROUP, gabardine, calf, bucko, 
= Ee. They're in black, brown, ‘grey or 
Included an caching green, of high-color 
suedes atid some whites. ken sizes! 


1M THE 5.95 GROUP are ‘prints in a variety of 
iy colors and patterns. ¢ are some white 
i a stunning multi-colored suede style, 
Broken sizes! 
All sales final!’ No exchanges, refunds, credits, 
No mail or phone orders, 





*Trademark registered. 








Clearance ads that show styles 

attractively and have an original 

copy slant are likely to be most 
effective from a sales angle. 


bids fair to be far more sensational 
than the new color this store originated 
last August. 

Considerable interest in browns is 
being shown by Wetherby-Kayser’s cus- 
tomers. It is anticipated this interest 
will develop more strongly after the 
first splurge of black buying has been 
somewhat spent. Small openings in the 
six and seven-eyelet tailored shoes and 
the high-silhouette pump are patterns 
which are selling in quantities this 
early, at $16.75. Plain opera pumps 
with applique at the throat is creating 


May Co. will bring out on Aug. 2. It a moderate amount of buying interest. 
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This old 
favorite 


still holds 


its own as 


Back a few 

years us Justin 

Boys bought the Belmont last 
from the old Clinton Shoe Com- 
pany. Well ‘sir—was we sur- 
prised when these ‘Belmont’ 
shoes stepped right out and start- 
ed sellin’ faster’n we figured they 
would. Maybe you can sell ‘em 
to some of your particular cus- 
tomers—Man, they re sure to re- 
peat. Try a few of ‘em—Bet 
you Il be wearin’ them yourself 
soon—We laughed too—but we 
wear emnow. We make them in 
Black Kangaroo and Brown Kid 
—both Oxfords and High tops. 


Write for our catalog. 
Made Exclusively By 


The Boot Makers of the West 
H. J. JUSTIN & SONS, INC. 
FORT WORTH, TEXAS 
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_ Three typical men’s shoe sale ads with inter- 
esting illustrations and brief copy. 





UNISHANK 


BREASTLOCK 
HEEL 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
tigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


‘UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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NATIONAL NEWS 





Customers Learn to Wait for Sales 





More Careful Merchandising Urged by. Retailers to Obviate 
Necessity of Drastic Markdowns, Especially on White Shoes 


New YorK—It was generally agreed 
by a number of retailers interviewed 
here recently that there is a growing 
tendency on the part of women to delay 
their purchases of white shoes until 
they can get them at reduced prices. 
This was evidenced by the fact that, 
although white shoes at regular prices 
did not, in some instances, sell up to 
expectations, the sales announcements 
brought in an excellent response. Con- 
sidering this tendency, retailers say it 
is more important than ever to mer- 
chandise white shoes carefully in order 
to eliminate the necessity for heavy 
markdowns. 

Some shoe men advanced the theory 
that the exploitation of black and other 
dark shades for Summer in ready-to- 
wear has had an unfavorable effect on 
the shoe business. Mr. Meath of Han- 

_an’s Fifth Avenue shop was of this 
opinion. It was also offered as a pos- 
sible explanation by Andrew Geller, 
who declared that suedes are being de- 
manded and bought much too early in 
the season. Joseph Michaels of Saks- 
34th Street, however, believes that the 
white situation can be explained, par- 
tially at least, by the unseasonable 
weather in June, which delayed the 
wearing of Summer clothes until long 
past the usual season. 

Suedes, both trimmed and untrimmed, 
loom as the big possibility for early 
Fall. It is expected that open-toed san- 
dals and step-ins in suedes will be an 
important factor during August for 
late Summer and early Fall wear. Seks- 
84th Street, Hanan’s, Andrew Geller 
and Stetson, as well as many other re- 
tailers, are stocking a shoe with a soft 
toe to serve as a transition from the 
popular open toe to the hard box toe 
usual in late Fall and Winter shoes. 
These “Softies,” because of the nature 
of their construction, will be soft on 
the foot and will do away with the 
irritation which a hard box toe would 
bring to a foot unused to wearing it. 
The theory was advanced that “Softies” 

_ Would be especially popular with the 
“humerous women who purchased and 

_ wore open-toed shoes in sizes which 


Ee! 





DATES TO REMEMBER 


Annual Outing Buffalo Shoe Retailers 
Association, Oriole Park, Buffalo, 
Pisa hGacs caer sues to 6a August 11, 1937 
Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, 1938, 
Waldorf-Astoria Hotel, New York 
- September 9, 10, 1937 
New York State Shoe Retailers Asso- 
ciation, 19th Annual Convention, 
Hotel Ten Eyck, Albany, N. Y. 
Oct. 3, 4, 5, 1937 
Spring Style Opening Shoe Fashion 
Guild of America, Hotel Biltmore, 
November 1, 2, 3, 1937 
National Shoe Fair, Hotel Stevens, 
Chicago, Ill......... Jan. 3, 4, 5, 6, 1938 
Northwestern Shoe Retailers Re- 
gional Association Annual Conven- 
tion-Exposition, Hotel Radisson, Min- 
neapolis, Minn...January 9, 10, 11, 1938 
Middle Atlantic Shoe Retailers Asso- 
ciation Convention, Ben- 
jamin Franklin Hotel, Philadelphia, 
|. A SRS January 16, 17, 18, 19, 1938 


Texas-Oklahoma Retail Shoe Dealers’ 
Association and Southwestern Shoe 
Travelers’ Association Joint Annual 
Convention, Fort Worth, Texas 

January 17, 18, 19, 1938 





would ordinarily have been too short 
for them. The “Softies” will be impor- 
tant in helping them get accustomed 
to closed toe shoes in their regular sizes. 
They will be available in a number of 
styles in oxfords, step-ins, and pumps. 
Saks-34th Street also feels that there 
will be an improvement in the demand 
for novelty pumps, both high and low. 
These are available in suedes with 
wing and swirl treatment, punched- 
through perforations, and with satin 
and grosgrain trim in wide strips. Some 
braiding will be used, as will the usual 
patent leather, lizard, alligator, and 
stitching as trimming for suedes. None 
of the stores were stocking fabrics as 
yet, but all of them stated that they 
were buying heavily on black suedes, 
with browns, greens, a few blues, grays, 


and burgundies as additions to give 
tone to their lines. 

Most of the stores are a little wary 
of evening shoes as yet and are buying 
very lightly. The majority feel that 
the best time for heavy buying on eve- 
ning slippers is around August 1 for 
September 1 delivery. One of the bet- 
ter manufacturers, however, is already 
showing several attractive gold and sil- 
ver mesh slippers as well as satins in 
different colors with elaborate rhine- 
stone bows and gold buckles. Retailers 
are beginning to stock a few kids in 
gold and silver, some satins, both in 
staple shades and in white to be dyed 
to match the evening gown, and some 
ballerina types. Mr. Geller voiced the 
opinion that, due to the shorter evening 
skirt, this type of slipper with the ankle 
strap should enjoy a heavy demand. 


Gable Factory to Be 
Reopened 


RAYMOND, N. H. — A new concern 
which has taken over the business and 
equipment of the former Gable Shoe 
Co., in the Falconer building here, is 
enrolling 400 workers. 


Correction 


The price on girls oxfords stock num- 
bers 2017 and 2018 in the Endicott 
Johnson advertisement on page 4 of 
the July 24 issue of Boot AND SHOE 
RECORDER was erroneously quoted as 
$1.07. The correct price on these ox- 
fords is $1.70. 
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NATIONAL 


TIIKY Ze Tada. @ Let's Go To Town ... 


With Men’s Shoes This Fall 



























AUG.28 
SEPT. 4 
Announcing 


The 
Official 


NATIONAL 
MEN’S SHOE WEEK 
POSTER 
and Display Kit 














DISPLAY MEN . 

Your prompt order will be appreciated n 

: since the initial print order is necessarily a 
ypsrnay is the very backbone of this great limited and you will understand that 
national promotion. To assure community the needs of the entire industry must be 

acceptance for the week and your participation provided for in the final run which V 

ae ‘ i M 
in it, Boot and Shoe Recorder has prepared a — ” ie a _—_ — 

: ; no third edition!. . 

display kit for retailers! It includes three official " 

MANUFACTURERS = 

_ posters, four streamers and one mounted counter ; : So 

a By this date you should have received So 

card, lithographed in roto brown and Persian your specimen display kit. If you have ” 

orange in the following sizes: mot: seccived: thom, panne oh ee at 

will bring samples and prices for special ing 

quantities. s 

‘Poster 17 x 22 : 4 

a 

National Men’s Shoe Week Promotion pal 

Counter Card 9 x 12 pains 5p eae etn tin, 

239 West 39th St., New York Cit} 

Streamer 22 x 3 Please Send us .......- National Men’s Shoe Week Display 4 

Kits. : 

Complete Kit Priced at $2.00 .++-Check (or Money Order) enclosed, or ....Mail C.O.D. = 

plus postage. and 

pe PREP E ee Tere eT ree ee OU Oo Mar 

that 

AME Sines Daldiue ids lente code Sheeaies 640s ss 40,0 

BOOT and SHOE ee cee a bi 

Please Print Your Name and Address Clearly T 

RECORDER Please Make Checks Payshle to Boot and Shoe Recorder unio 

" Telat 

ner 


The Great National Shee Weekly and Sponsor of National Men’s Shoe Week. 








BOOT AND SHOE RECORDER, July 31, 1937 


“"ANKLE-HI” 


torms 


* wed 


GRITECTED BY AMERICAN AND FOREIGN PaTEN™ 


Licensed Manufacturing Branches: 
Northampton, England 

Melbourne, Australia 

Paris, France 

Frankfort, Germany 

Mexico City, Mexico 


Model these 


shoes, Miss Jones” 


As a shoe buyer, you know that a shoe on the foot 


is worth two in the box. 


You know that when 


stylists, designers, buyers, want to see how a shoe 


looks and fits, it's always 


"Model this shoe, Miss Jones'’. 


ANKLE-HI FAIRY 


FORMS help your customers to picture a shoe as they'd like to see it on their 


own foot. Straps lie flat. 


"Flared" design effects have a freshly-lasted 


perfection. FAIRY FORMS are the most effective, economical display units 


available for your store. 


They come in two heights, with either open or 


closed top, and with the exclusive "‘all-fitting' toe-shape. Send for a price 
list today . . . and let FAIRY FORMS be your Miss Jones this Fall. 


SHOE FORM CO. 


For further facts, call the nearest branch office of the United Shoe Machinery Co. 


AUBURN, 


UNITED LAST CO., LTD. 
MONTREAL, CANADA 








Weinbrenner Moves from 


Milwaukee 


MILWAUKEE, Wis.—The Albert H. 
Weinbrenner Co. has announced re- 
moval of most of its manufacturing op- 
erations to small cities in Wisconsin. 
Some of the equipment is being sent to 
its new plant at Antigo, where opera- 
tions are to start shortly, and to plants 
at Marshfield and Merrill, Wis., accord- 
ing to William G. Hanson, vice-presi- 
dent, 

During peak production periods the 
Weinbrenner company employed more 
than 1000 workers in Milwaukee. Com- 
pany offices and storage and sole cut- 
ting departments will remain in the 
City. 

“We are transferring our factories 
to less populated points in Wisconsin 
and to smaller production units because 
this makes for more efficient production 
and enables us to compete in the open 
market,” Mr. Hanson declared, stating 
that the smaller new plants, each with 
40,000 square feet of floor space, are 
built for more efficient production than 
the larger local plants. 

The AFL Boot and Shoe Workers’ 
union has petitioned the state labor 

“telations board to order the Weinbren- 
ner company to remain in Milwaukee. 
A hearing on the petition has not yet 
been scheduled. 


Touring for Tupper, Inc. 


New YorK—H. H. Smeltzer, of the 
Tupper, Inc., field sales force, is now 
covering the states of West Virginia, 


H. H. SMELTZER 


Ohio, Michigan, Indiana and Kentucky. 

This youthful representative of the 
well-known manufacturer is gathering 
impressive sales figures with the new 
Tupper, Inc., line. The Tupper Ex- 


quisites, a, recent addition to the higher 
price bracket, is one of Mr. Smeltzer’s 
chief offerings to the retail market. 
Finding a vast improvement in the 
consumer buying power in these states 
places Mr. Smeltzer in a position to 
make the prediction of an excellent 
shoe year ahead, 


Sole Leather Scarce 


LYNN, Mass.—Supplies of soles have 
been worked low by cutters. Shoe 
manufacturers are using up the sup- 
plies which they bought during the 
first half of the year. 

Sole leather is not plentiful, and 
prices of it are firm. Strategists of 
the sole leather trade foresee that an- 
other rise in prices of cut soles will 
come along in August. 

The domestic supply of hides is re- 
ported below normal. 


Dayton Retailers Plan Picnic 


DAYTON, OHIO — Younger members 
of the Dayton Shoe Retailers Club 
have started the ball rolling to stage 
a stag picnic during August. 

George Arthur Bauman of Nisley’s, 
Carl Weber of The Metropolitan, and 
Jim Gabler, secretary of the club, 
comprise the committee making ar- 
rangements. All traveling shoe men 
will be eligible to attend. 
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Nurses’ Shoes 
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Flexible, Shape Retaining 
NURSES’ OXFORDS 


Made on the 
New OSCO 
Process 


IN-STOCK 









Blech eid * 
“a” 
wis, = QWENS SHOE Co. 


a-D 349 28 Goodhue St., Salem, Mass. 
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Men's Shoes 
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“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 
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Riding Boots 
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Old Shoe Firm Discontinued 


BurraLo, N. Y.— The Argus Shoe 
Co, at 793 Jefferson Avenue, one of 
the oldest shoe stores in the city in con- 
tinuous operation and operated by Wil- 
jiam and Harry Argus,-sons of the 
founder, has closed its doors. 





Shoe Club Members 
Enjoy Outing 

New YorK—The annual outing of 
the Shoe Club of New York, held on 
Wednesday, July 21, at the Fenway 
Country Club in White Plains, N. Y., 
left nothing to be desired in the way 
of a good time for every shoe man 
who attended the affair. 

The committee in charge of the out- 
ing, composed of Ronnie Mermelstein 
as chairman, Ben Barnett, Irving Fife 
and Sam Schwartz, did their utmost 
in providing the setting and entertain- 
ment for a most enjoyable day. Even 
the elements worked with the commit- 
tee in the matter of an ideal day for 
the affair. 

As the golf tournament was the 
main feature of the day, several of the 
more ardent fans arrived at the club 
early in the morning for a practice 
round before the tournament in the 
afternoon. Their number was aug- 
mented from time to time during the 
morning by the arrival of other shoe 
men, until at the luncheon, over 50 
members and guests were present. 

Following the most enjoyable lunch- 
eon in the grill room of the club, four- 
somes were formed and the golfers 
left to tee off for the tournament play. 
The non-players retired to the locker 
room where some card games were 
started. The rest enjoyed themselves 
on the terrace with some long, cool 
ones, while others disported themselves 
in the swimming pool. 

About 5.30 P. M. the golfers began 
coming in and scores were posted. By 
6.380 the roster was complete and the 
members gathered in the grill room 
for the distribution of the prizes which 
were as follows: 

The first prize for low gross was 
awarded to George Tupper for the out- 
standing score of the day, a 77 for the 
round. Second prize for low gross went 
to Herbert Lehman with a 90, who 
also won the Shoe Club Trophy Cup 
as George Tupper was not a member 
of the Club. 

Dave Weisberger carried off the first 
prize for low net with a 67. Second 
prize was tied for by Al Stone and 
Len Kushins, both with 72’s. 

Sam Liebowitz won the prize for the 
best approach on a short hole. His 
ball landed ten feet away from the 
cup. George Tupper won the prize 
for the longest drive, hitting out a 
beauty for 250 yards. 

Jesse Adler, who never misses one of 
these affairs, especially when there is 
any golf to be played, finished his 
round with his face all smiles and 
proudly proclaimed that he had made 
four holes in par, a new record for 
himself. 

Leonard Friedman, president of the 
Shoe Club, who that morning had 
wired from Wilkes-Barre, Pa., that he 
would be unable to attend the outing, 
arrived in the afternoon after making 
a flying trip from there. His arrival 
proved a pleasant surprise to the mem- 
bers who had counted on his being at 
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WOMEN ADMIRE IT 
because it's both smart to be 
rough and smart to be thrifty 


@ 


is the smartest and most eco- 
nomical sueded leather any- 
where. An ideal leather from 
every angle—and universally 
popular in men’s and 
women’s shoes. To be sure 
you get this superior leather 
specify RUFFIT on your or- 
ders. 

Available in 20 colors and 
white. 


SLATTERY 
BROS. 


TANNING CO. 
BOSTON, MASS. SALEM, MASS. 








the first affair of the club held since 
his election as president. 


The prizes which were given to the 
winners in the golf match were a pair 


of Walk-Over shoes, donated by F. 
Paul Riley; a pair of Adler shoes, do- 
nated by Jesse Adler; two dozen golf 
balls, donated by Dudley McDonald of 
the Marbridge Building, and one dozen 
balls, donated by Mannie Schoen- 
eld. 

Golf scores were as follows: 

Al Stone, 99; Jesse Adler, 104; H. 
Goodsight, 118; F. Paul Riley, 126; 
M. Lazar, 116; Leo Goodkind,. 101; 
George Tupper, 77; Ronnie Mermel- 
stein, 111; Dave Weisberger, 94; Jack 
Zirkel, 103; Lou Suchman, 181; Jack 
Abowitz, 124; Ed Brown, 114; Len 
Kushins, 100; Irving Fife, 106; Charles 
McCarthy, 105; Harry Tove, 128; 
Frank Hecht, 96; Tom O’Brien, 103; 
Herbert Lehman, 90; Dave Ruby, 107; 
M. J. Saks, 113; Morris Arnoff, 105; 
Sam Liebowitz, 117; Jim Baker, 110; 
J. S. Bender, 104; Walter Ziegler, 
113, and Sam Schwartz, 91. 





Becker Returns from Vacation 

Detroit, MicH.—H. A. Becker, of 
Best Shoe Company, has just returned 
from a two weeks vacation spent in 
fishing at Les Chenou Islands, and says 
he is feeling tip top again. He returned 
to find the new Fall line of goods in, 
— he says is the finest he has ever 

ad. 
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ELAM’S PRE- 


Fall is shoe season for children. 
Mothers in your town are watching 
for the store that will feature a 
school and play shoe with healthful 
support, all in one. Elam’s Pre- 
Welts are long famous for the excel- 
lent way they perform this triple 
duty. Stock up on Elam’s Pre- 
Welts and make your store the 
favorite with mothers. You'll see 
your children shoe sales rise to the 





top. -Send for our catalogue. 


F.S. ELAM SHOE CO. 


176 No. WATER ST. ROCHESTER, N. Y. 
DIST RIBLE TORS 

NEW YORK: 439 Marbridge 

BOSTON: Lane Bros 

NEW ORLEANS: B. Rosenberg & Sons 

OS ANGELES: Boston Shoe Co 
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Modernization Boosts Sales 
Over 90 Per Cent 


Dayton, Ohio—As a result of the re- 
modeling and modernization, including 
the installation of an air-conditioning 
system, of the shoe department of Thal’s 
Fashion, 17 South Main Street, sales 
since February 1 have increased 91.7 
per cent, according to Logan Clark, 
manager of the shoe department. 

Located in the left-hand corner of the 
main floor, adjacent to the elevators, 
the department has been converted into 
a modern and brilliantly lighted loca- 
tion that is easily seen and reached from 
all parts of the floor. 

“Between the fact that we carry a 

tionally kn line of footwear,” said 
Mr. Clark, “and the modernization of 
the department, we are enjoying the 
largest volume of business in recent 
years. Our increase, according to com- 
pany records, has been 91.7 per cent 
since February 1.” 








New Company Acquires Pontiac Assets 





Illinois Shoe Manufacturing Corporation to Have Executive 
Offices in St. Louis, Factory in Pontiac 


St. Louis—The Illinois Shoe Manu- 
facturing Corporation, a new company 
organized under the laws of Delaware, 
has purchased the assets and good will 
of the Pontiac Shoe Manufacturing 
Company. of Pontiac, Ill. Gerard 
Huiskamp and his associates have 
financed the new company. Mr. Huis- 
kamp is president and has secured the 
services of J. M. Van Kleeck as fac- 
tory superintendent, and H. R. Rogers, 
of St. Louis, will have charge of styling 
and quality and will assist in sales. 

Mr. Huiskamp was formerly asso- 
ciated with the Huiskamp Brothers 
Company, of Keokuk, Iowa, and his 
broad experience with this successful 
company will be of the greatest value 
to him as executive head of the new 
company. The year 1937 marks the 
one hundredth year since his family 
engaged in the shoe manufacturing 
business in the United States. 

J. M. Van Kleeck will be general 
superintendent in charge of manufac- 
turing. He is considered to be one of 
the most able factory superintendents 
in the United States and has a wide 
reputation for his shoemaking ability. 

has operated factories in many 


different localities and is widely known 
and respected by manufacturers, out- 
standing shoe buyers and shoe dealers 
throughout the country. 

H. R. Rogers has a background of 
wide experience in the shoe business. 
His long service in buying shoes for 
the Higbee Company, Cleveland; H. & 
S. Pogue Company, Cincinnati, and 
Charles A. Stevens & Company, Chi- 
cago, enables him to style shoes in 
keeping with the retailer’s point of 
view. He has also been associated with 
various shoe manufacturers. 


Within the very near future execu-’ 


tive offices of the company will be 
moved to St. Louis, where the shoes 
will be styled and sold and the pur- 
chasing of materials and equipment 
and general direction of factory oper- 
ations will be done. In other words, 
the company will be known as a St. 
Louis institution with shoes being 
manufactured at Pontiac, Illinois. 

A new trade name, “Patrician Foot- 
wear,” has been adopted and the prod- 
uct will be known and sold under that 
name. A complete new line of women’s 

[TURN TO PAGE 54, PLEASE] 
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Women's Shoes 
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HAND TURNED 
FOOTWEAR 


Ne, 561 
omy! kid blucher 


VAUGHAN TOWLE CO, 


A division of L. B. Evans’ Son Co, 


WAKEFIELD MASS. 
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Children's Shoes 
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PEDICRAFT SHOES—Swanson & Ritner Sts., 
Philadelphia 
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Riding Boots 
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IN STOCK 
America’s Finest 
Riding and Military 
BOOTS 
Write today for our complete Catalog 





































TICKET 


AND nap) 


A simple, effective design 
in shades of gold and red- 
dish brown on a buff wood- 


grain background. 


FALL SHOWING 


of 
Lesh 
armed 
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CARD HOLDERS 


Two styles available: Natural 
wood finish as illustrated 
above; or oval base-burnished 
gold—three color trim. These 
modernistic holders take any 
size card, and harmonize with 
the finest window display fix- 
tures. 


Supplied with annual services. 
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Everyone Passing 
is a Possible Prospect 


SELL THEM 








DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 


women's hosiery store service, fitting, quality, styles. 
Single cards, 60c each—without text, 35¢ each 


(PRICES FOR MONTHLY SERVICE SHOWN ON OPPOSITE PAGE) 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. 


tickets available. 


Samples of in-stock 


WITHOUT STORE NAME: 6 dozen, $1.10—I2 dozen, $2.00 


WITH STORE NAME: 


100 tickets, $3.00—200, $5.00 


CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 


Pouy Cue 


for Price Tickets 





Natural View 
SHOE HOLDER 


Be 


Polly Clips 


for Price Tickets — Adjustable 
—Tilt at any angle. 


eee ipeipe $2.25 


I gross .............. $4.00 


Recorder Stock Record 
Tickets 
for shoe cartons. Cyclone clips 
included: 


OO go oss Fax: $1.25 
Oe apie er $2.25 
Natural View Shoe Holder 


To pers’ shoes as the wearer 
<< Cease see them on his 


1937 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 o eo Ld o 

















(Cross out 


lines not carried.) We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


SPECIAL: 


Combination of P 
Clos end one, green Aner, only 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


CARD 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 
EXCHANGE OF CARDS: Annual card service subscribers may exchange any 


cards received for others of the current month, whose text better covers 
their merchandising program. 





SHOW 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35c¢ per fifty, additional. 





STORE NAME —— == SSS 


ONIN 
SOR 


WSS STATE ee 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


banks, or include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 


vice before expiration of or- 
for 





For 


SERVICE | MONTHLY Tickers 





Ne. | $5.00 100 


ANNUAL 





per month. 


Ne. 2 4.00 100 





- per year, payable 


$ 
card holders. 


Ne. 3 6 sO 


we agree to pay $1.00 
month additional 
each month’s service deliv- 





For this service we will pay 
cash in advance, full year’s 
service, 5% discount. Checks 
from forelgn subscribers 
ered, and agree to return the 


FOR 
must be drawn on U. 


der, 
per 





























MERCHANTS SERVIC 


7 FOR ITSELF + IN pn piles 
INCREASED BUSINESS  owodty 
/Macl (ofr Wow! 209 S STATE ST) CHICAGO*ILL 


4 Cheek, with order, please, unless C.0.D. preferred 


























- IMPRINTED 


TICKETS, at 35¢ per fifty, 
additional 





++» consisting of 


- Card holders (with 


the first month’s service), 








Recorder “Selling Mes- 


“J”: White board. «zy Ww “X”: Shell pink 
Design in two shades PM syed = board. Design in 


of green. and burnt orange. !avender and green. 


Please enter our order for 
sages,” beginning with 
AUGUST, continuing monthly 
for one year, for Card Service 
blank tickets each month, 


the 





Size: I” x 2¥4”—Prices on opposite page. 
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Lassigted and) Want Al 





SALESMEN WANTED 


POSITION WANTED 


HELP WANTED 





GALESMEN to handle complete line of shoe 
ornaments on a straight commission basis. 
Address F-416, care Boot & Shoe Becorder, 239 
West 39th Street, New York, N. 





ESIDENT SALESMAN—Retail and Depart- 

ment Stores—Stitchd ver- 
etts and Extras—Daily Repeaters—Liberal 
Commission. Address Box F-429, care Boot & 
Shoe Recorder, 140 Federal St., Boston, Mass. 








Salesman—Opportunity 


Snen territory available on well known line 
de children’s and growing girls’ shoes. 

“basi 8. aaa is a real oppor- 

dising at - itien intelligently, © No No letters consid 
t} - 
ered) unless they contain full information, age, ex- 





ache ras7, care Boot and Shoe Recorder 
209 South State Street, Chicago, III. 











ALESMEN for manufacturer’s line of sheep- 

skin and kid slippers to volume buyers on 
straight commission. State territories covered. 
Nashua Slipper Company, Lowell, Mass. 





he 


ALESMAN, with 18 rs’ experience sel 
Ss retailers in Greater "ie Yor yor 4 
make a change before Aug. 1 with a reliable 
manufacturer or wholesaler carrying a line of 
either children’s, ladies’ orthopedic or 
shoes; no side line wenenees. Address F-426, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





SALES MANAGER available ; expert 
shoe man who has had seasoned experi- 
ence as Sales Manager and has been per- 
sonally selling women’s style shoes to 
important buyers throughout the country, 
is open for an comers wi with a manu- 
| pee of better grade Thi 

a good following with the best buyers 
as is also capable of styling a line and 
has practical factory a. Can fur- 
nish a small amount of capital if neces- 
sary and if conditions warrant; best of 
references furnished. For further partic- 
ulars address 
Box F439, Boot and Shoe Recorder, 239 West 
39th Street, New York. 











SHOEMAN, age 36, single, gentile, executive 

ability, good reference, 16 years’ experience 
High grade shoes, now employed, wishes con- 
nection as buyer, sr or assistant to busy 
executive; go anyw Address F-438, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





ALESMEN to carry Orthopedic 
a side line. Write Real-Joy Foot Comfort 
Appliance Co., 32 E. Genesee St., Buffalo, N. Y. 





ANTED—Shoe traveler for general line 

wholesale house, with experience. Must be 
acquainted in central and southern parts of 
Indiana. Address F-443, care Boot & Shoe 
Recorder, 209 So. State St., Chicago, Til. 





WANTED—Shoe traveler for general line 
wholesale house, with experience. Must be 
acquainted in Twin City and eastern agp od of 
Minnesota. ddress F-442, care Boot 
Recorder, 209 So. State St., Chicago, Ill. 





LINE WANTED 





MANAGER- -“SALESMAN in family or ladies 
pied store. 15 years’ retail experience. Ad- 

F-440, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





NEW STORE LOCATION 








Exclusive Chicago Location 


available in excellent shopping district. In 
four blocks there are all ladies’ lines except 
shoes. In this building now are: two dress 
shops, two millinery, gift shop, lingerie, 
beauty salon, and tea room—all high class. 


ALBIN J. LIEPOLD, INC., 
541 Diversey, Chicago 














GOOD LINE 
WANTED 


Well known salesman (former manufacturer ae 
is also ge f HE factory 
wenen’s Wer and, Cotes Thee 


it with - 
Sa ge tg 
can render in yee aon 
Has good fol! portant ~y—I- in all 
sections. For further i address— 
F435 care 
BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y 











FOR SALE 


FoR SALE—Established Shoe Business, best 
location in City of Southern California. 
Population 45,000. Always made money, 
aay ¥S Cash deal. Address F-424 care 
Boot & Shoe Recorder, 239 W. 39th Street, 
New York, N. Y. 


FOR SALE—Excellent pur- 
chase an old established nes Bh a 
ness in Washington, D. C. en's located. 
Low Rental. Cash required about $11,000. 
Address F-444, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








FAMILY shoe store, northern New Jersey re- 
quires progressive, thoroughly capable man to 
assume full charge. Only those well-grounded 
in display, proper fitting, and merchandising 
need y. State age, experience and refer- 
ences. Address F441, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 





Store er Wanted 
Shoe store bar experienced, to manage 
an exclusive r priced n’s store 
with a regular ? tore of twelve salespeople in 
a city of one million population. 

Address 


F-436, Ca 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 














BUSINESS OPPORTUNITY 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jebbers er retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 











SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, lac. 


79-81 READE STREET, NEW YORK, N. Y 
Telephone WORTH 2-5180, 5i8i 




















address should be counted. 
Classified advertising is payable in 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gg 


ao 





In all other cases each word of the 
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WANTED TO PURCHASE 








WE BUY 


wes rsheim, coy a Vital- 
re! . Qua Bos 
jans, Stetson, Red Cross, Nunn Bush, Bte. 
IRVIN RUBIN 
“The House of Jobs’’ 
380 Reade St., Cor. Church 








Phone Barclay 7-7887 New York City 








MERCHANTS’ NEEDS 





DISPLAY 
FIXTURES 


This modern Display Fix- 
ture in extensible sizes— 
12” to 24” and 18” to 36”. 
Genuine Triple Chro- 
mium plated with choice 
of Ebony, Walnut or Ma- 
ple trim. Tilting top holds 
a pair of men’s or wom- 
en's shoes. Truly a re- 
markable “buy”. 


For a limited time only 


$21.00 Dozen 
ORDER NOW 


SEGALL & SONS 


923 Arch St., Philadelphia 














Increased Demand 
for Slippers 


Boston, Mass.—Slippers are more 
an item for every day sale in retail 
stores this year than in any previous 
year with the demand for slippers for 
the Christmas gift season continuing 
unabated, according to reports from 
several sources. 

There’s a change somewhere. Time 
was when the average vendor of shoes 
played up slippers in the Christmas 
shopping season, and then ignored 
them for the rest of the year. But now 
plenty of stores have slippers on dis- 
play six days in a week, and 52 weeks 
in a year, with special displays as the 
lace shoppers make up the gift 
ist. 

Possibly, in former years, the poten- 
tial demand for the familiar footwear 
for leisure time wear was under- 
estimated. Whether or not this is so, 
the records show a steady increase in 
the manufacture and sale of slippers 
for the last few years, with the out- 
put for the first half of this year at a 
New peak and prospects pointing to a 
further gain for slippers during the 
last half of the year, especially dur- 
ing the Christmas shopping season. 








It's aluayd 
al hotel 


in S¢, Louis 


Chennow... 9th Sz. 


Tune in your favorite temperature and enjoy cool, restful comfort in a 


Lennox air-conditioned room. 


Each room with private bath, radio, and 


other refinements. Two air-conditioned restaurants. 
50% of all rooms, $3.50 or less, single; $5.00 or less, double. 


HOTEL MAYFAIR « ONE BLOCK OVER « 


SAME MANAGEMENT 
— 





Miss Hazel O’Brien Marries 


New York.—The marriage of Miss 
Hazel O’Brien to Verne Standish War- 
riner took place at 5 P. M., July 20, 
in Le Perroquet Suite of the Waldorf- 
Astoria Hotel. Miss O’Brien wore a 
gown of beige lace and carried a bou- 
quet of purple orchids. Mr. Warriner 
is in the publishing business in the 
Middle West. The bridal couple sailed 
on the Monarch of Bermuda on July 
21 for a two weeks honeymoon. They 
will reside in Denver. 

Miss O’Brien has for several years 
occupied the position of stylist and 
fashion consultant with Schwartz & 
Benjamin, Inc. She wrote fashion 
bulletins for retailers, was a member 
of the Fashion Group at Rockefeller 
Center and supervised the styling of 
Schwartz & Benjamin’s line. Her duties 
will be assumed by her sister, Miss 
Grace Bizet, who will act as fashion and 
publicity director. Miss Bizet has been 
with Schwartz & Benjamin since June. 


Chandler’s Opening Seattle 
Store 


SEATTLE, WASH.—Preparing for early 
opening is Chandler’s new shoe store, 
putting the finishing touches to the site 
on Pine Street near Westlake Avenue. 
This site was recently occupied by the 
Niseley’s shoe store that discontinued 
operations in Seattle. Architectural 
grace and charm within and without is 
being added as Chandler’s-makes ready 
for its Seattle debut. 


Canadian Hide Imports 
Show Gain 


MONTREAL, CAN.—May imports of 
hides and skins into Canada were 
valued at $476,278 as against $336,326 
in May, 1936. Shipments from the 
United States totaled $148,894 and 
from the Argentine, $181,219. Domestic 
exports were up to $355,259 from 
$202,763, the outstanding buyer being 
the United States with $187,634, fol- 
lowed by the Netherlands with $63,607. 











MERCHANTS’ NEEDS 
.» « NEW FALL 
CATALOG OF 


Re DISPLAY MATERIALS 


Complete with swatches 
Write for your copy 
WINDOW ART DISPLAY CO. 
1312 WASHINGTON AVE. ST. LOUIS, MO. 











Adam Sattler 


BUFFALO, N. Y.—Adam Sattler, 78, 
pioneer retailer of shoes in this city, 
died after an illness of three weeks in 
the Deaconess hospital. He had been 
engaged in the shoe business for more 
than 40 years. 

Born in Hessen, Germany, Mr. Sat- 
tler was graduated from the Univer- 
sity of Heidelberg and came to the 
United States 48 years ago, settling in 
Buffalo. 

For many years he was a teacher 
of German in the Tonawanda schools. 
He played the organ and was a choir 
conductor in various churches. In the 
latter years of his life, he gave up 
many of these positions and devoted 
all of his time to the shoe business. He 
was a member of the Genessee-Walden 
Businessmen’s association of which his 
son is president. Besides his widow, 
Mr. Sattler is survived by his son and 
four grandchildren. Funeral services 
were held in the home and burial was 
in St. John’s Evangelical Lutheran 
cemetery. 


Mrs. Cora M. Barrett 


WALLA WALLA, WasH.—Mrs. Cora 
M. Barrett, woman shoe merchandiser 
of this city for many years, died re- 
cently at her home here, where she had 
resided since 1879 and was regarded as 
one of the pioneer business women. 

Within a month after arriving in this 
pioneer Washington community, she 
married James S. Barrett, shoe store 
proprietor. Following his death many 
years ago, she and her son, Parker, 
have been partners in the shoe store. 
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Buford H. Jones Given 
Testimonial Dinner 

AuBuRN, N. Y.—Buford H. Jones, 
newly-elected president of Dunn & Mc- 
Carthy, Inc.. and William M. Emerson, 
vice-president, were guests of honor 
at a testimonial dinner at Deauville-on- 
Owasco, Thursday evening, July: 15. 
The dinner was given by 133 office 
employees to celebrate the election of 
Messrs. Jones and Emerson. to their 
respective positions and it clicked from 
start to finish under the guidance of 
the committee composed of Florence 
Curtin, Irene Gratton, Henry Hunt and 
Irving Ireland. 

Promptly at eight, the orchestra 
opened the festivities with “Hail, Hail, 
the Gang’s All Here” (no words 
omitted), and the spirited singing of 
the gang en masse was heard by camp- 
ers as far as Buck’s Point, a mile or 
two up the Lake. 

Paul Flynn officiated as toastmaster 
and the speaking was brief and inter- 
esting. At the speaker’s table were 
Buford H. Jones, William M. Emerson, 
Charles E. Heckel, Tom S. Tallman, 
Paul Flynn, Irving Ireland, Henry 
Hunt, Irene Gratton, Florence Curtin, 
Luella Cooney, Veronica Hyland, Mary 
Rice, Catherine Murphy and Marion 
Lane. 

After presenting Buford H. Jones 
and William M. Emerson with scrolls 
inscribed with the names of those who 
attended, dancing was enjoyed until 
the wee small hours, and our office 
lassies made as colorful and gay a 
group as ever graced a ballroom any- 
where. It was truly an event that will 
be cherished in the memories of all 
who attended. 


New Company Acquires 
Pontiac Assets 


[CONTINUED FROM PAGE 49] 


Sbicca footwear has been made and the 
well-known line of dress Welts, ortho- 
pedic shoes and the sport shoes will 
be improved and continued. The sales- 
men are now calling upon the dealers 
in the larger cities and presenting the 
line for the first time. 

W. N. Brayton will represent the 
company through Texas and from Den- 
ver to the West Coast. He has hada 
long experience and enjoys a wide ac- 
quaintance in those territories. Lewis 
Yoskin, who is well known to the dealers 
in the territory from Pittsburgh east, 
is now introducing the new line to his 
many friends. 

The factory has been rearranged 
and new equipment installed to pro- 
duce fifteen hundred pairs of Sbicca 
shoes and a thousand pairs of dress 
welts and sport shoes a day. New lasts 
and patterns have been added—every- 
thing new and modern that is neces- 
sary to produce shoes of a superior 
quality and character has been in- 
stalled. ; 


A Buying Gu 
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BOOTS AND SHOES 


CAMBRIDGE RUBBER CO., Cambridge, Mass..............................Baek Cover 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass................00.. 00000002 ee 48 
CONNELL, J. M., SHOE CO., S. Braintree, Mass.......................0....00.. 4 
DICKERSON, WALKER T., CO., THE, Columbus, O. ........................---228 J 
ELAM, F.. S... SHOE CO.,.Rochester, N. Y..........5... 0. cece cee ee 4 vane pias Sea 49 
ENDICOTT-JOHNSON CORP., Endicott, N. Y.....0000.0.00 000000 ccc ccc cece ee eee § 
PNAS Pe AM, DOIG, WSs. oie oooh eis ne been eh ubc swan bru btivkeee 10 
GREEN, DANIEL, CO., Dolgeville, N. Y...........00.0.0 00.0000. 00202202... .2nd Cover 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas............................. .38 to 43 
O'DONNELL SHOE CO., Humboldt, Tenn................ 00 cc cece cece eee ec eee 4 
rune rete Sot, GUM, BAtlas 6 is 2. 22s ASG, Bhs Shes UR Aer. 4 
SR WETIGD, PIMUCUIDINIG, PB cs cieccc ccs vases lccccces cree tenenccc¥ ences 49 
UNITED STATES RUBBER PRODUCTS, INC., New York City................ Front Cover 
VAUGHAN-TOWLE CO., Wakefield, Mass............0.0.0 000 ccc eee ee ccccvseeeee 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Gaston and: New York City..... 00.0.2 ei ee...e. 3 
COLONIAL TANNING CO., Boston, Mass.............0.00000060 ccc cece ccc ceees 6, 7 
FORSTMAN WOOLEN COMPANY, Passaic, N. Jo... 2200000000 ccc cee cece eee ees 29 
GALLUN, A. F., & SONS CORP., Milwaukee, Wis.............. 00.00.0002 00 cee eeeee B 
i EE 8B RR EIST Rs ERIS an ae ey sep SERS ae ar 8 
PANTHER-PANCO CO., Chelsea, Mass.............0.0000 0000 c ccc cec cues 3rd Cover 
Pan CN, tia GION, WAEGE oe oo a5 ii baw bocce peeseee 31 
RICHARD YOUNG CO., New York Gity.........00. 000 ae... 32 
MUMIINVIGNIE, Datta Met. o.oo cc ccecc, Bes Sp dices 48 
SURPASS LEATHER CO., Philadelphia, Pa.. Ber tea etre AG sit, 2B, 3D 
UNITED STATES RUBBER PRODUCTS, INC., New York City.. Bp ne eee HUES col tsa es « 2 
Ra@ten Breanne & CO. Boston, Wastes... occ cece cv tv tinwcdbegecucwcceeess 32 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


LITTLEWAY PROCESS CO., Boston, Mass................ 0.0 c cece eee ceeeeees 34 
MEARS, FRED W., HEEL CO., Boston, Mass...............00.0 0 ccc cece eee et 36, 97 
UNITED LAST COMPANY, Boston, Mass...............00000 2. eee cc ee ete eeeee 3 
UNITED SHOE MACHINERY CORP., Boston, Mass......... Wie ORES, Bee: 44 


STORE EQUIPMENT AND ACCESSORIES 


SEGALL: &. SONS, Philadelphia, Pav... 66.0 oe ee A eee. B 
Be PE INS Wig oie Sa ia cc oc o's ooo PWR E Ae oud EES s cece 41 
WINDOW ART DISPLAY CO., St. Louis, Mo..........00 0000 cece cece ees 53 
WiZARe - GOMrnnty of. Louis; (MO. 8 ee ee. 35 
MISCELLANEOUS 

BARIS SHOE COMPANY, New York City............00.0 0000 0c eee eee . §2 
HOTEL LENNOX, St. Louis, Mo.......... OE Wee EN ars tees eka Ment: Sar Cc oa oe ee 53 
IRVIN RUBIN, New York City. . gee ey aE 53 
KIRSCH-BLACHER CO., INC., New York City. Se kete ge Sto pM Ry, . . 82 

. 2 


STEPHENSON LABORATORY, Boston, Mass................0..0 000 c cee eee eee 
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WHEN SHOES GO BACK TO SCHOOL 
Profit in Two Ways with Vj 


LASSIE 


hye 
% 
Re 
s. nag, 


SKIPPER 


Vitapoise Feature Shoes for children $3.50 
to $6.00, priced according to size. Vitality 
Growing Girls’ and Thrift Grade Shoes 
for Women $6.00. 


First to consider for these Going Back To School Days is the regular 
Vitality children’s line, which includes a complete representation of 
styles of first grade, Goodyear welt construction shoes. 

Second to consider is the Vitapoise Feature line for children, embracing 
a complete showing of staple type patterns of splendidly constructed 
corrective shoes. 

Vitapoise Feature shoes are made over a special last that develops a 
pitch within the shoe to augment the elevation of the heel wedge. With full 
tread, snug heels, and support at the arch, they permit normal foot 
development and correct posture. 

The combination of these two lines is the manner in which the pro- 
gressive dealer can profit in two ways with Vitality Shoes for Children — 
WHEN SHOES GO BACK TO SCHOOL. Of all leather construction, 
these two lines are built from first quality materials to safeguard long 
service against active wear. 


Nowis the time to size your stock against the day when school bells ring out. 
WOMEN’S MEN'S Ga, BOYS’ ae 
AAAAA to EEE AAAtG yan AtoE pros tte yaa 
Sizes 2 to 11 Sizes5t014 | Sizes 1 to 6 $2.50 to $5.50 
$6.75 and $7.75 $5.50 0nd $6 pane $4.50 Priced according to size 


VITALITY 














IN Black AND 


ALL THE 


(Ciciact (C4 


‘nidewal WITH THE 


JULIAN & KOKENGE are famous for their 
exclusive Shortback lasts and for the out- 
standing style of their Foot Saver shoes. 
Here are typical fall models of J. & K.’s in 
which Colonial Patent is used. Notice how 
effective the cut-out pattern is, because of 
the high finish and lustre of the leather in 


the narrow straps. 


Colonial Patent has just what shoes need 





~ 






putt 


this fall, and that is COLOR: For there is 
rich, lustrous gleaming color in every piece 
of Colonial leather from the plainest stand- 
ard black to the most brilliant greens, bur- 
gundies and blues. 


If you'll address your request to Dept. R, we 
shall be glad to send you the new Colonial 
Swatch Book showing the range of correct 


colors that you will want to choose from. 





COLONIAL PATENT 


COLONIAL TANNING COMPANY, 





BOSTON, MASSACHUSETTS 
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PING is one of the real tests ite shoe. 

Shoe horns are never used — shoes are 
continually becoming wet and then dry, wet, 
then dry. All in all, it has to be a well-made 
shoe to be able to take the beating. That’s one 
of the reasons why alert shoe men always de- 
Spaulding Counters 


mand Spaulding Counters. 


are strong — made of the best imported 


long-fibre hemp and flax, and made to fit 
the individual last. Their strength keeps the 
shoe in shape, and the heel-hugging fit that 
is needed for active feet is possible through 
their last-molded construction. Shoes with 
Spaulding Counters are always better shoes. 


Specify, and be sure that Spaulding Counters 


are in every pair of shoes you sell. 


PAULDING 


Counters 


“Wade in North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS SO MUCH. ..AND COSTS SO LITTLE 
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9125—Brown NuBuck Bal, Wing Tip, Oak Sole, 9/8 
Leather Heel, Goodyear Welt. Sizes 6/11, Widths B, C, D. 


$2.65 ify 

9126—Same in Black Swagger Buck. pass 
9124—Same in Grey NuBuck. 

You 


9106—Black Bordeaux Calf Bal, Oak Sole, Rubber Heel, Spri 
Goodyear Welt. Sizes 6/11, Widths B, C, D. 2.50 


our 
expe 
9107—Black Grain Bal, Wing Tip, Linol Oak Sole, And 
Leather Heel, Goodyear Welt. Sizes 6/11, Widths B, C, D. 
2.50 seen 
9105—Same in Tan Grain. 
This 


9128—GCrey Kip Bal, Wing Tip, Oak Sole, 7/8 Leather the-v 
Heel, Goodyear Welt. Sizes 6/11, Widths B, C, D. 2.65 


essen 
avail 
9127—Grey Kip Bal, Wing Tip, Oak Sole, Rubber Heel, 
Goodyear Welt. Sizes 6/11, Widths B, C, D. 2.65 
It’s § 
the 


@Oli2—Black Bordeaux Calf Bal, Wing Tip, Oak Sole, 
8/8 Leather Heel, Goodyear Welt. Sizes 6/11, Widths B, 
C, D. yes 2.50 







By 








ERES AN 7 
T-JOHNS 
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SEAS geese ae 


ES SED ELT ST 


ENDICOTT -JOHNSOE 
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rmen only! 















9/8 
»D. 
63 If you covered your street window with a sign that said “FOR MEN ONLY!”, hardly a man would 


pass your store without peeking around the side to see what was in your window. 


You'll get the same effect without the sign, if you show this line of handsomely styled London 
eel, Spring Arch shoes by Endicott Johnson. Fifty-six years ago, George F. Johnson started building 
ae our present reputation with durable, comfortable shoes for men. Today, with those years of 
experience behind us, we feel that we know how to make men’s shoes the way they like them. 


And the sales records being hung up by 30,000 Endicott Johnson dealers, on these men’s shoes, 











, D. 
50 seem to bear us out. 

This splendid line includes styles for every type of customer you have . . . shoes for the dyed-in- 
ther the-wool conservative . . . shoes for the brisk young business man . . . shoes that are the very 
65 

. essence of comfort for the man who’s on his toes from dusk to dawn . . . shoes made of the finest 
available leathers, built to meet Endicott Johnson’s famous standards of durability. 
eel, : 
65 : 

I's STYLE that makes traffic stop and look. Endicott Johnson London Spring Arch shoes are 

the finest eye-bait you can put in your windows for Fall. 
ole, 

: B, 
30 





and remember: 
you can have any shoe shown in 
these pages out of steck and IN 
YOUR STORE within 24 hours from 
our warehouses to almost any point. 











DICOTT, NY. S289kk4te 















L, all che excitement over your promo- 


tion of men’s footwear don’t forget that 
men just: love the comfort of kid shoes 
— particularly shoes of Evans Kid. This 
superior tannage provides the toughness 
of rawhide with the pliability of supple 
selected skins. It retains its fine finish a 
long, long time, through many hard walk- 
ing months. Evans Kid enhances the com- 
fort and smartness of any shoe in which ic is 


used. John R. Evans & Co., Camden, N. J. 


Leather 








EVANS KID ina 





shoe by French, Shriner and Urner 





AS THEIR 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


| 
BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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are now 


PBI NSC DRIOUINS « BLUES 


for Immediate Delivery 


No shoe in the history of fine shoe making 
has had the unanimous approval that is 
tendered the Tango Flexible Instep Pump. 
Re-orders prove that dealers everywhere 
are selling more Tangos than ever before. 


No. SUEDE 
3416 Blue Suede . $3.75 
2416 Black Suede. 3.75 
4416 Brown Suede. 3.75 


Cump No. PATENT 

: 2216 Black Patent $3.50 
4216 Brown Patent 3.50 

KID 


Sang 


FLEXIBLE INSTEP 


Cash in on this famous leader in the 


Tangos will again appear _No. 


consistently this fall in 
Vogue, the world’s lead- 
ing fashion magazine. 


Terms 5%—30 days. 25c 

per pair additional on all 

orders for less than four 
pairs assorted. 


22 SOUTH SARAH STREET...ST. LOUIS, 


2316 Black Kid .. $3.75 
3.75 
3.75 
3.75 


4316 Brown Kid. . 
3316 Blue Kid... 
1316 White Kid. . 


AAAAA TO B 
1% TO 10 


opera pump field! Stock Tangos today 
and enjoy the constant turnover that only 
Tangos with the original Flexible Instep 
feature can offer. 


BRAUER BROS. SHOE CO. 








alee) cep Re a eR need 


errr 


ee 


Announcing 
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A New Principle of Shoe Engineering 





I the field of efficiency engineering, Sidney Wilson played a part in the progress 
of the shoe industry a score of years ago. He was the inventor of a process of shoe- 
making, internationally known as—The Wilson Process. In other industries he has 
also perfected a number of inventions bearing the distinct imprint of his genius 
of thinking through to the point of efficient use. 


Now, after years of research and indefatigable effort, he has perfected and pat- 
ented an adjustable “‘arch-rize” that gives true traverse elevation to the bones of the 
foot in a manner that restores proper functioning to the jointed framework of bones 
so closely bound by intricate ligaments and tendons forming the most wonderful 
piece of anatomical structure in its combination of compactness, strength, flexibil- 


ity and power. 


Tue invention is such that it enables the 
wearer of the shoe containing the “arch- 
rize”’ to raise it, with a simple button-hook, 
from the slightest degree to a maximum— 
insuring exact height of the arch of a 
healthy foot. This permits strengthening of 
the muscles and gradual elevation of the 
arch back to normal. With each adjustment, 
the “arch-rize” locks automatically and 
may be readjusted at any time during the 
life of the shoe. 
















As a result of this invention, a woman 
with a weak arch may really wear with 
utmost comfort the smartest styles, regard- 
less of the height of the heel, and at the 
same time assist Nature in gradually restor- 
ing her entire foot to a normal, healthy 
condition. Inquiries are invited. 














Wilson Shoe Speeialties Co. 


DUNN BUILDING, BUFFALO, NEW YORK 
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SIDNEY C. WILSON 


““EXPERIENCE Is The Mother of Science’’ 
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Miss HIKER 
















NEW 
COLORFUL 
SALES BUILDER 


for 
VOLUME USERS 
ONLY 














These shoes are made 
with one-piece leather 
middle soles . . . and 
one-piece leather in- 


nersoles. 



















No. 911 Smoke No. 811 Smoke 
No $12 Brawn RETAILS Ne. 812 Bran 
0. € 0. 
ruling — °,'oe esas heel $3 00 to $3 50 —— oe ee ete heel 
ull moccasin toe ie ull moccasin 
Sizes 3 to 84 to 7—4 to 9 . Sizes 3 to 8—4 to 7—4 to 9 
24 pair cases 24 pair cases 










PROFIT BY LAST SEASON'S EXPERIENCE! 


The shortage of this type of footwear last season caused the loss of 
many sales. The growing popularity of Fall and Winter outdoor 
activity guarantees a big market for The Miss Hiker Sno-shu. Be 
prepared—order now—ready for delivery September first. 


SAMPLES ON REQUEST TO LARGE 
VOLUME BUYERS ONLY 


A.R.HYDE&SONSCO. 


FACTORIES: Cambridge, Mass. SALES OFFICE: 179 Lincoln St., Boston 
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DICKERSON 
SCORES 
AGAIN’ 


HIRAM GORDON, Vice-President 
Superintendent of Manufacturing and Research 
Department. 

The Walker T. Dickerson Cv., Columbus, Ohio. 


About eighteen months ago our Mr. Gordon conceived the idea that IF 
spun glass was perfect for insulation of houses, refrigerators and hot 
water heaters, the same substance could be successfully developed for 
insulating the soles of shoes. After months of experiment, in conjunc- 
tion with the Laboratory technicians of the North American Chemical 
Company, “Insulwhyte Besto Sole Filler” was successfully developed 


and patente. 
sd 


We started using “Insulwhyte Besto Filler” in ARCHLOCK Shoes about 
one year ago and for the past six months we have used it exclusively in 
all of our shoes, with remarkable results. Its cleanliness (pure white), 
resilience to pressure, the added flexibility and the elimination of weight 
in the soles, make of “Insulwhyte Sole Filler” the most outstanding 
achievement of recent years in modern shoe making—and then, the pro- 
tection to the feet from the hot pavements of summer and the cold, damp 
slush of winter is a distinctive feature of immeasurable sales value. 


, D sulurhpl BESTO SOLE FILLER 


USED EXCLUSIVELY IN 


VERIFIED Meets FOOTWEAE 
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ARNOLD'S In-Stock SERVICE IS 


ANOTHER Plus YOU SHOULD KNOW ABOUT 


The In-Stock Department of Arnold Authentics for men 
is complete in its assortment of styles and sizes, and ex- 
ceptionally helpful in its service to Arnold dealers. Con- 
servative models, undergraduate favorites and the well- 
known sportswear numbers—all 
with the featured Arnold Glove 
Grip—are all amply stocked at 
South Weymouth for prompt 
delivery. Store signs, display 
material and advertising mats 
are available for the asking. 


SEND FOR NEW CATALOG 

The latest catalog of Arnold 
Authentics for men will give you 
a new idea of the scope and sala- 
bility of this nationally adver- 
tised line. We’ll be glad to send 
you a copy. 


M. N. ARNOLD SHOE CO. 
SOUTH WEYMOUTH, MASS. 





PL THE FAMOUS 
GLOVE GRIP 


The two smaller shoes are HAMPTON and DUNKIRK. The larger illustration of 
DUNKIRK shows where the famous Arnold Glove Grip makes its close-fitting comfort 
felt.under.the instep at the first step out of the box. 
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s THE TWO BIGGEST BROADCASTING STATIONS 
IN THE WORLD. HAVE 1 Lda SAME — RATING 


enemy Al 











WLW- Cincinnati 


500,000 WATTS 


, et Qasr 



































RVI- Moscow 
500,000 WATTS 


But the WORLD'S BIGGEST MAGAZINE 


has twice the circulation of its nearest competitor! 


WERED at 500,000 watts each, two great broad- 

mae: stations have equal claim to the title of 
“world’s biggest.” But there’s no question about 
leadership in the magazine field. The world’s biggest 
magazine —The American Weekly —has double the 
circulation of any other pastas § 

Here is a publication that moves merchandise— 
and moves it fast—because it provides the greatest 
coverage of any erga on earth! Each week 
The American Weekly reaches 6,000,000 families. 
This tremendous circulation is concentrated i in the 

631 counties where 68% 

of all the nation’s families 

live and where 80% of ail 

retail sales are made. In 

these 631 counties are lo- 

cated all cities of 10,000 

or more population, i in 

most of which The Ameri- 

The can Weekly regularly 
AMERICAN reaches ... from 1 out of 


THE 


Greatest 
Circulation 
in the World 


pas 





NEAREST 
COMPETITOR 


6,000,000 
WEEKLY 


every 5...to 1 or more of every 2 families. Products 
advertised in The American Weekly have the strong- 
est selling support a manufacturer can give them. 
Stock and feature these products—you'll find it pays! 


What The American Weekly is 


The American Weekly is the largest Sqm in the 
world. It is distributed through the great Hearst 
Sunday newspapers. In 630 of America’s 995 towns 
and cities of 10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 


In each of 196 cities, it reaches better than 
one out of every two families 

In 146 more cities, 40 to 50% of the families 

In an additional 124 cities, 30 to 40% 

In another 164 cities, 20 to 30% 


... and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


ERICAN 
[EBKLY 


“*The National Magazine with Local Influence’’ 


Main Office: 959 Eighth Avenue, New York City 


CIRCULATION CIRCULATION 


Be 








~ 
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Ly WEYENBERG 


(Patented) 


NEW SALES RECORDS 


In the largest stores of big cities — in smaller You cannot compare Massagics with any. 
stores everywhere — Massagic Foot-Massaging other so-called “cushion” shoes. They're 


Shoes are bringing in new faces 
and new customers to thou- 
sands of dealers. In many cases 
the increased sales are phen- 
omenal. You never heard such 
enthusiastic praise as dealers 
give Massagics! 


30 numbers in stock for Fall and Winter. 
At $6.00 retail Massagics sell in VOLUME. 


WEYENBERG SHOE MFG. COMPAN 


MILWAUKEE, 


To. Retail 


ai 
$ 6°°° 


different—in a class by 
themselves. They're patented 
at 24 different points. And 
every point is a selling feature 
that makes Massagics the easi- 
est-to-sell specialty line in 
the trade. 


Ae 


Y 





